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ouch Proofs 


Thank goodness, the dam against 

nflation is still holding, firmly 
pittressed by a package of Wrig- 
ey’s chewing gum and a bottle of 
yca-Cola. 


+, Teor 
Metropolitan Group admits that 
people read the comics without 


ey read them is no 
natter. 


laughing 


~ =. 


“Bituminous Coal Institute Maps 
ive-Part Drive,’ headlines the 
world’s greatest advertising jour- 
ial. After all, John L. Lewis can’t 
ive forever. 

, F 


After reading the advertising 
Stetson is going to run for its un- 
usual new hats in 1947, people 
who go bare-headed are sure to 
be awfully envious. 


7, © 


Andrew C. Pearson has been 
ppointed fashion advertising man- 
eger of Calling All Girls, and old- 
timers in the business say he has 
great name for a fashion as- 
signment. 


a. = 


Ed Smith Jr., who formerly 
handled public relations for the 
». Louis Cardinals, has been ap- 
pointed to handle publicity for 
the St. Louis Browns. The world’s 
champion Cards can give the pub- 
licity assignment to Enos 
Slaughter. 


~~ Se 


According to the legal depart- 
ent of the Advance Music Cor- 
oration, American Tobacco Com- 
any’s “Hit Parade” has developed 
nto a musical hit and run. 
. + F 
After Bernice Fitz-Gibbon’s tilt 
vith Walter Hoving and her fea- 
ture publicity in the SEP, no won- 
er she is to be named as a “key 
voman of the year.” 


7, 


Chilton Company has tackled 
the difficult assignment of trying 
‘o make people feel sorry for the 
nan with a $200,000 annual in- 
me who has only $51,876 left 
[ter paying his income tax. 

vvy 
The American Wool Council 
ays clothing sales represent about 
0% of the national income in 
Z00d times and bad. But in bad 
umes the gals usually get a bigger 
are of the 10%. 

v v 
The WCTU, a news item says, 
ins to spend $10,000 in an anti- 
juor campaign in religious papers 
xt year. Going to smoke out 
* dissembling wets, huh? 

y v 

takes a game like the Army- 

Vy 21-18 anti-climax to make 
tball fans wonder why so much 
ortance is attached to the point 
er touchdown. 


-~ . FF 


‘inson-Freeman talks about cal- 
lars featuring “98% nude jobs 
t ogle the boys in the boiler 
tory.”” When they’re 100%, the 
ler boys ogle them. 


Copy CuB. 


aughing, but insists that the way | 


Copy Indicates 
Rail-Air Battle 


for ‘4] Travelers 
Rails Will Fight 


for Volume in 
Major Ad Campaigns 


By CHARLES B. CUNNINGHAM 


CHICAGO — When the Southern 
Pacific snapped back at airline 
passenger competition with copy 
in western U. S. newspapers head- 
ed, “A Short Course in Railroading 
for Airline Executives,” it repre- 
sented not only the first time that 
the smoldering fire of competition 
between air and rail had broken 
into flame, but also indicated the 
track that rail copy for 1947 will 
take. 

While the majority of 40 major 
U. S. railroads told AA that they 
will break into no rash of invec- 
tive against airlines, their copy 
themes appear obviously to be 
aimed at one major target—air- 
line competition. 


Expect Biggest Ad Year 


Most railroads appear to expect 
during 1947 the biggest advertising 
year many of them have ever en- 
joyed. About 36% of the railroads 
answering AA’s advertising 
queries declared that they will in- 
crease their ad budgets for 1947. 


Most of the increases, it is be- 
lieved, will average 15%. At the 


extreme top, Western Pacific said 
that its °47 advertising allotment 
will amount to about 50% more 
than that of 1946. Its °46 budget 
exceeded by about 40% the 
amount that the road spent during 
the war years. 

Of those answering, 21% re- 
ported that their budgets will re- 
main approximately the same. 
Only one railroad revealed that it 
will cut its budget. 

This, strangely enough, was the 
outspoken Southern Pacific, which 
announced an approximate de- 
crease of 15% in its ad budget due 
to increased costs despite greater 
volume. However, there was no 
indication that SP would abandon 
its airline-aimed copy bolts, han- 
dled by Foote, Cone & Belding. 

Other railroads, which include 
some of the country’s largest, 
either couldn’t or wouldn’t tell 
their future ad plans. Significant 
was the fact that no _ railroad 
showed any indication of doing 
much backing down. Virtually all 
aid that there would be major 
promotions but that schedules, 

(Continued on Page 66) 
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knows her mail. See 
Feature Page, Page 43. 
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What the Meoholic Beverage ladustry has contributed 
te the Nation's Economy ia the 13 Years dace Repeal 


e me 


TWO BIRTHS—The "birth,"' 13 years 
ago, of the alcoholic beverage industry 
and, this year, of Licensed Beverage 
Industries, Inc.. are observed in this 
first consumer advertisement of LBI, 
which will run this month in nine gen- 
eral magazines, four ‘'‘publishers' "’ 
papers, and 45 liquor trade papers, 
through Walter M. Swertfager Co., 
New York. 


Mosher Asks NAM 
to Aid Stabilized 


Wage Campaign 


New YorK—Cheered by last 
month’s Republican victory, but 
sobered by the coal strike, the Na- 
tional Association of Manufactur- 
ers held its 5lst annual Congress 
of American Industry here this 
week, with “labor relations’ dom- 
inating the discussions. 

One specific suggestion came 
from Ira Mosher, chairman of the 
NAM board, who is now establish- 
ing Ira Mosher Associates, Inc., 
public and_ industrial relations 
consultant, in New York. 

“The minority of management 
can write a new page in history 
by taking the leadership today in 
an all-out, nationwide effort to 
help the working men and women 
of America to attain their goal of 

(Continued on Page 65) 


Ford Doubles Per-Car Ad 


Budget; Others May Follow 


New Figure Is $20 for Ford, $40 for 
Lincoln and Mercury; JWT Handles All 


Detroit — Not even the coal 
strike, with its embargoes on 
freight movements and its cer- 
tainty of closing down assembly 
lines if it continues just a few days 
more, could prevent Detroit adver- 
tising circles from waxing jubi- 
lant over the Ford announcement 
this week that per-car advertising 
allotments are being doubled. 

In the Detroit Athletic Club, 
center of Detroit advertising as it 
is of automotive circles, and every- 
where else in town, advertising 
men were discussing the repercus- 
sions of the startling Ford move. 

While competitors were chew- 
ing over the effect on their own 
promotional budgets and planning, 
media men and others were cov- 
ering scratch pads and table cloths 
with computations of what the 
new policy might mean in terms 
of total advertising dollars. Even 
if the new schedule is applied to 
present production figures—which 
are so low that Ford recently an- 
nounced a_ $51,000,000 operating 
loss for the first nine months—it 
took little figuring to discover that 
Ford will immediately skyrocket 
to advertising peaks exceeding 
anything the company has pre- 
viously done. 


Might Be Biggest Advertiser 


If Ford’s 1947 production of 
units should come anywhere near 
equalling the company’s better 
years, Procter & Gamble, which 
was reported to have invested the 
record total of $21,900,000 in major 
media (newspapers, Magazines 
and network radio) during 1945, 
might find itself the country’s sec- 
ond largest advertiser, instead of 
the largest. 

According to production esti- 
mates of Automotive News, Ford 

(Continued on Page 70) 


Last Minute News Flashes 
P&G Drops Half of ‘Queen for a Day’ 


CINCINNATI—Procter & Gamble has cancelled its sponsorship of one 
15-minute half of Mutual’s “Queen for a Day” audience participation 


show, effective late this month. 
account in behalf of P&G’s Duz 


Compton Advertising handled the 


soap powder. Miles Laboratories 


sponsors the other half of the 30-minute afternoon program, heard 


Mondays through Fridays on 299 


stations. Mutual reportedly has 


sevelal advertisers bidding for the program time. 


NEw YORK 


‘Skinner Switches Account to Ridgway 
William Skinner & Sons, 


believed to be the first con- 


sumer advertiser in the textile field, will switch its advertising ac- 
count from John A. Cairns & Co. to Ridgway, Ferry & Yocum, Inc., 


effective Jan. 1. 


The appointment comes as part of a general realign- 


ment anticipating expanded merchandising and promotion activities 


Kensington Promotes Metal Furniture Line 


New KENSINGTON, Pa.—Kensington, Inc., manufacturer of giftware, 
is introducing a line of metal furniture through full-célor pages in 
American Home, Better Homes & Gardens, House & Garden, House 
Joautiful and Time. The line will be promoted in similar copy ir 
these same five Magazines on a iggered schedule throughout 1947 
Distribution of the line has been irted nationally in selected quality; 
stores. Agency is Fuller & Smith & Ross, New York 


Cory to Start Magazine Spreads in “47 


CHICAGO Cory Corporation will launch two-color spreads fo 
complete line of glass coffee brewers and accessories in Life during 
March and in The Saturday Evening Post during February, with an- 


other spread to follow in Collier’s. 
four-color copy in other magazine 


Cory will continue half-page, 
Weiss & Geller is the agency 


(Additional News Flashes on Page 71) 


DETROIT—Ford Motor Com- 
pany dropped a_ bombshell 
into the automobile — sales 
situation Thursday when it 
revealed plans for doubling 
both the dealer cooperative 
and national advertising 
funds on Ford, Lincoln and 
Mercury cars. 

At the same time it re- 
ported a revolutionary change 
in practice by asserting that 
the cost of national cam- 
paigns will hereafter be 
added to dealer invoices. 

Ford dealers will be as- 
sessed $10 per car for nat- 
ional advertising and another 
$10 for dealer co-op promo- 
tions. Lincoln-Mercury out- 


lets will pay $40 per car, to 


be divided equally between na- 
tional and local advertising. 

The advertising committee of 
representatives from 33 sales dis- 
tricts approved the plan unani- 
mously and heard some details of 
the 1947 program from officials of 
the J. Walter Thompson Company, 
according to John R. Davis, vice- 
president and director of sales and 
advertising. Lincoln-Mercury 
dealers met later to hear next 
year’s plans. 


JWT Gets All Advertising 


Ford, which is now in first place 
in car production, is now placing 
all its advertising through J. 
Walter Thompson, with all former 
dealer accounts which were re- 
signed by Maxon, Inc., last sum- 
mer now being directed by 
Thompson offices throughout the 
country. 

Now all set to spend twice as 
much money for advertising as in 
the past per unit, the Ford funds 
will grow proportionately with 
production. Not only does the 
drastic Ford move again focus the 
spotlight on the race between it 
and Chevrolet for sales leadership, 
but it also question 
among many observers as to 
whether Chevrolet and Plymouth 
and possibly other manufacturers 
will be forced to follow the 
pattern. 


raises the 


same 


Believes Ad Boosts Certain 


Losses or small profits, plus re- 
vival of the intense competition 
which has characterized the indus- 
ry in the past, leads one authority 
to conclude that other Will follow 

e Ford lead, whether ey like 
it or not The actual dolla to be 

r oweve Will Gepe tne 
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Periodicals and 
Components Not 
Hit by Embargo 


WASHINGTON — Movement of 


paper, mats and of finished news- 
papers and magazines was as- 
sured for the immediate future, 


at least, by their exemption from 
a general freight embargo which 
freezes shipment of virtually 
everything except food and fuel 
for the duration of the coal strike. 

The embargo order issued last 
Tuesday completely ties up all 
industrial production, including 
the emergency housing program. 

In addition to exempting foods, 
fuels and medical supplies, as 
well as replacement parts and 
containers for these industries, the 
embargo exempts “printing ink, 
newspapers and magazines, news- 
print, paper and mats for news- 
paper and magazine publication.” 

At the same time, the Post 
Office Department limited parcel 
post to five-pound packages, meas- 


than 18 by 60 
no immediate 
second class 


uring not more 
inches. There was 
announcement on 
mail. 


Embargoes Delayed 


was de- 
previous 


Issuance of embargoes 
layed longer than during 
strikes, chiefly because railroads 
were convinced that the paralyz- 
ing effect of the strike as produc- 
tion shut down would reduce the 
amount of goods in transit. 

A sizable saving was made by 
eliminating 25%, then 50% of pas- 
senger mileage by steam locomo- 
tives. The roads further extended 
their coal supplies by loss of 
traffic from coal shipments. 

As the days ticked by, reports 
of lay-offs at various industrial 
plants trickled in. A Commerce 
Department estimate, presented at 
the Lewis contempt trial, indicated 
that a 60-day strike would cut off 
25% of industrial production, and 
would result in idleness for 5,000,- 
000 workers. 

A prolonged embargo off ship- 
ments abroad would not only re- 


sult in extreme hardship as we 
defaulted on coal and food ship- 
ments, but it would prevent de- 
livery abroad of a wide variety of 
operating supplies needed to sup- 
port production of Bolivian tin, 
Swedish pulp and other products 
essential to our economy, Com- 
merce warned. 


NPA SEEKS TO PERMIT 
PRINTING PLATE SHIPMENTS 


New YorK—The National Pub- 
lishers Association is urging the 
Office of Defense Transportation 
to include printing plates among 
its exemptions to the order, ef- 
fective Dec. 6, establishing an em- 
bargo on many types of railroad 


shipments. These plates were not 
specifically mentioned in ODT’s 
Dec. 3 order. 


Vigorous efforts by NPA leaders 
in Washington this week were re- 
ported responsible for exemption 
from the embargo of shipments 
of magazines, farm and business 
papers, and certain of their sup- 
plies. 


In a second embargo order, 


AGUVCTLISTILG 


which may follow shortly unless 
the bituminous coal strike is 
ended, it is said, the shipmeni of 
all types of periodicals, including 
newspapers, may be banned. 

Col. J. Monroe Johnson, ODT 
director, is reported to favor 
shipment of newspapers and their 
supplies above magazines, business 
papers and farm papers because 
of the newspapers’ “ability to in- 
form the public quickly.” 

Another problem which would 
affect magazines, business papers 
and farm papers is a possible con- 
servation order on local utilities 
reducing the supply of electricity 
and manufactured gas to publish- 
ers. Gas, it was pointed out, is 
used among other ways, for jet 
driers on high speed presses. Elec- 
tricity from hydro-electric sources 
would not be affected. 

Delays Still Possible 


The fact that newsprint, along 
with printing ink and paper and 
mats for publications, is exempted 
from the embargo “does not guar- 
antee that it will move without 
delay,” 


They know — from long experience 


GAS and OIL 
COMPANIES 


—use Hometown 


to cover their largest market 
—It’s your largest market, too 


With 350 million dollars at stake outside the 6 largest 


cities, gas and oil companies go straight into the 


Hometown Daily Newspapers to advertise their brand 
names in the 11 Western States. 


They put their advertising right where 3 dollars out of 4 
in filling station sales are rung up. 


Isn’t that good sense? And in your line, too, the Hometown 


Daily Newspapers 


FILLING STATION. 
SALES IN THE 


IN THE 11 WESTERN STATES 


*; of all retail sales are made 


STATES ARE MADE IN THE HOMETOWN 
DAILY NEWSPAPER MARKET 


4 FILLING 
STATION SALES 
IN THE 6 LARGEST CITIES 


OF THE FILLING STATION 
SALES IN THE 11 WESTERN 


outside the six largest cities 


Write us for full details. 


Daily Newspaper Market leads in actual SALES. 


Hometown Daily Newspaper Publishers, 625 Market 
Street, San Francisco 5, California. 


HOMETOWN DAILY NEWSPAPER 


said Cranston Williams, | 


Age, 


December 


general manager of the Ame ica 
Newspaper Publishers Associ: 
Many newspapers, he told AA 


still using newsprint as fa 
they get it. Daily newsp: 
newsprint supply at prese 


about 30 days, as compared 
about 45 days a year ago. 
Because newspapers are is 
tributed primarily by trucks an 
boy carriers in their public: tio 


cities and suburbs, they do n 
face the finished-product tans 
portation problem of magazine 


farm papers and business papers, 
In its Nov. 27 members’ bulle 
tin the ANPA predicted the 
ance of the first embargo an 
exemption from it of newspri; 
and other newspaper supplie 


BMB Readies Date 
for Advertisers 


NEw YorK—Broadcast Measure 
ment Bureau on Dec. 15 will be 
gin filling the first orders fro; 
advertisers, agencies, radio sta 
tion representatives and others f 
copies of station-audience 
reprints. 

The first BMB data to be mad 
available directly to advertiser 
and agencies, the reprints contaj 
the same information as the audj 
ence reports recently supplied 
stations, excluding the day an 
night audience area maps, but in 
cluding lists of all counties an 
measured cities in which 10% 
more of the radio families liste 
to a station at least once a wee 
day or night. 

Each BMB station is being su 
plied with 100 reprints of its ow 
report, plus extra copies if de 
sired, at cost. 

A meeting of the BMB board | 
scheduled next Wednesday (De 
11) to consider whether the bu 
reau. should establish primary 
secondary and tertiary audien 
levels for stations. The subject ha 
recently been before BMB’s tech 
nical research committee for rec 
ommendation. 


| Kucera Joins FC&B 


John E. Kucera, formerly wit] 
Young & Rubicam as time buye 
and business manager of the radi 
department, has joined Foote, Cong 
& Belding, New York, as an assist 
'ant to Hubbell Robinson Jr., vice 
president and national radio di 
rector. He will coordinate radi 
department activities on 
American Tobacco Company ac 
count. 


y 


re pe yy 


Miller Forms Own Firm 
George H. Miller Jr., former! 

vice-president and general man 

ager of John A. Patton Manage 


ment Engineers, Inc., has openeg 


his own office as business consult 
ant at 19 S. LaSalle St., Chicago 3 


GREENWICH 
LEADS! 


In Greenwich, Conn. 
(34,000 Population) 


Retail Sale: 


in 1945 were 


$43,792,006 


(Source—1946 Sales Managemen‘ 
This Market 
Deserves Your 
**A”’ Schedule 
I 


Greenwich Tim 


Often Called “‘The Best Suburba 

Daily Newspaper in America” 
Nationally Represented by 

SMALL, BREWER & KENT, IN 
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WESTERN CITIES OF 
25,000 TO 250,000 POPULATION 


. Salt Lake City, Utah—Tribune and Tae 2.23 
. Tacoma, Wash.—News-Tribune 
. Spokane, Wash. Chronicle and Spokesman- 


Review 
Sacramento, Calif. —Bee 
Tacoma, Wash.—Times 


+ 


" ee so 
Py, Stipa aso pgr> , 
pt Sep LN LSet 


~ 


2.40 


2.49 
2.52 
2.60 


. Phoenix, Ariz—Republic and Gazette 


2.66 


. Fresno, Calif.—Bee 

. Salt Lake City, Utah—Deseret News 

. Long Beach, Calif.—Press-Telegram 

. Everett, Wash.—Herald 

. Stockton, Calif —Record 

. San Bernardino, Calif —Sun and Telegram 
. Bakersfield, Calif. —Californian 

. Albuquerque, N. M.—Tribune-Journal 

. Great Falls, Mont.—Tribune and Leader 

. San Jose, Calif.—Mercury-Herald 

. Pueblo, Colo.—Chieftain and Star Journal 
. Pasadena, Calif.—Star-News 

. Boise, Idaho—Statesman 

. Ogden, Utah—Standard-Examiner 

. Long Beach, Calif.—Independent 

. Riverside, Calif. —Enterprise-Press 

. Santa Ana, Calif —Register 

. Bellingham, Wash.—Herald 

. Vancouver, Wash.—Columbian 

. Tucson, Ariz.—Star and Citizen 

. Butte, Mont.—Standard and Post 

. Yakima, Wash.—Herald and Republic 

. Hollywood, Calif.—Citizen-News 

. Santa Barbara, Calif.—News and Press 

. Sacramento, Calif.—Union 

. Colorado Springs, Colo.—Gazette-Telegraph 
. Glendale, Calif —News-Press 

. Santa Monica, Calif.—Outlook 

. Salem, Ore.—Capital Journal 

. Berkeley, Calif —Gazette 

. Salem, Ore.—Statesman 

. San Pedro, Calif.—News-Pilot 

. Inglewood, Calif —News 

. Alhambra, Calif. —Post-Advocate 

. Alameda, Calif.—Times-Star 

. San Mateo, Calif.—Times and News Leader 
. Huntington Park, Calif. —Signal 

. Richmond, Calif. —Record-Herald 

. Burbank, Calif. —Review 


VAT Y, , 


2.87 
2.87 
2.94 
3.05 
3.22 
3.45 
3.47 
3.58 
3.85 
3.86 
4.08 i tae: 
4.11 ' a f GPP font ei 
4.23 x as ; 
4.35 
4.66 
4.70 


4.96 3 
4.98 = “Cyclone results are in store for advertisers who use newspapers 
5.24 to do their sales promotion job for them in the West. For west- 
5.26 ern readers look to their newspapers as a friendly buying guide 
9.34 that they know they can trust. 
5.48 ; 2 Oe lle 
5.59 No other advertising medium can cover the lucrative western market - alouity 
5.71 or economically. The chart at the left shows the low cost of this advertising based 
5.9] on the common denominator rate.* 
6.03 The outstanding value of the low cost advertising in the REPUBLIC and GAZETTE 
6.50 is highlighted on this chart. Only five newspapers in the entire group offer lower 
7.49 rates and not one provides a better or more intensive coverage of its market. 
8.31 Isn’t it self evident that for quick, thorough coverage in Arizona the answer is the 
8.50 REPUBLIC and GAZETTE? 
8.55 
8.56 
10.21 


*The Common-Denominator rate used here for all newspapers, based on the national ad- 
vertising rate of each shown by Standard Rate and Data Service, is the price of advertising 
per line per million circulation, as of March 31, 1946 circulation statements, 


BOB HALL, National Advertising Manager 
Represented by Williams, Lawrence G Cresmer Co. 
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Lovejoy Heads 
API Panel for 
Oil Campaign 


New YorK—On the heels of its 
decision in Chicago to launch a 
$1,000,000 public relations cam- 


vise the drive. 


paign for the oil industry (AA, | the Fred Eldean Organization, fol- 
Nov. 18), the American Petroleum lowing a public opinion poll which 


Institute this week named a com- showed wide misconceptions con- 


joy, president of Seaboard Oil|and contributions to the economy. | : Ji 
Company of Delaware, to super- The supervisory committee , Strike itters 
divided into five major S| 
The committee, according to an} sections, with approximately 12 Pass as AFRA 


announcement by API’s president,| men on each sectional committee 
William R. Boyd Jr., represents — 
every geographical division of the 
industry and all major segments. ; a lane sehen 4 : : io ae! 

The committee will supervise| Acacia Mutual Life Company of | ¢@8e-ol-chair jumpiness for ~<| Artists and the four major 
the campaign to be conducted by Washington, D. C., is using 750- past fortnight over the seeming | works that “workable sly 
line space in 57 newspapers in|jmminence of a nationwide 


Starts Insurance Drive 


54 cities in a special campaign 
during December. Henry J.| 
Kaufman & Associates, Washing- 


work talent 


mittee headed by John M. Love-'cerning the industry’s operations! ton, is handling this campaign. The Afra 


Advertising Age, December 


‘Solutions’ Found 


New YorK—Radio IN| American Federation of 


talk| blocking the drafting of a 
about something else this week.| two-year contract. 


contract negotiations} The statement “expressed 


SURE YOU’RE DOING BUSINESS / 


BUT ARE YOU MAKING MONEY 7 


Orders are one thing; profits another. 
Many manufacturers have found that 
when handling costs are added to selling 
costs, accounts that seem fat in volume 
become mighty lean in profit. 

But prospects of making money are good 
in your small city and town business. Bigger 
orders and larger inventories make frequent 
shipments unnecessary. You cut handling 


costs and add substantially to profit. 


RCULATION 


9,000 Cl 


OVER 1,00 


eS Le 
ose 


Ask PATHFINDER Magazine for ‘‘Where 
Profit Lies’ the valuable research analy- 
sis that gives you the facts about the profit- 
able Main Street market. Then, reach that 
market through PATHFINDER Magazine. 
Its million subscriber-families are influen- 
tial leaders in Main Street places- and its 
editorial content is directed to their special 
interests. A combination for advertisers 


that makes money for you. 


THE FAMILY NEWS MAGAZINE THAT 
INFLUENCES MAIN STREET, U. S. A. 


GRAHAM PATTERSON, Publisher 


Philadelphia, 230 West Washington Sq. * New York, 420 Lexington Ave 
Chicago, 180 North Michigan Ave. * © Detroit, General Motors Bldg. 
Los Angeles, 315 West 9th St. 
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were not over, but the 
| threat was. 

What mainly alleviated || 
'ters—following a_ period 
| Variety labelled ‘“‘Invitatio 
|Uleers Week”—was a joi! 
ment by representatives 


have been found” to the 


fidence that the principa! js 
; have been resolved t 
|satisfaction of all parties.” 
details would be divulged, | 
ever, “until all points, incly 
| sustaining and various staff ag 
|ments, have been settled.” 
| At mid-week, as Afra offig 
| arrived from Chicago and the Jy 
Coast to join in the negotiatj 
| the final points apparently , 
being worked out. All that 
definitely known, but still un 
|cially, was that the “unfair 
tion” and regional contract js 
(AA, Nov. 25, Dec. 2) had } 
compromised. 

The “unfair station’? compro, 
reportedly provides for a cl 
in the new contract setting 
joint industry-labor comm 
representing the.union, the 
works and the National Ass 
tion of Broadcasters, which w 
seek to avert difficulties bety 
Afra and network affiliates. 


KFEL RESUMES AFTER 
-HALF-HOUR STRIKE DELAY} 

DENVER—A_ radio _ techni 
strike forced a 28-minute sus 
sion of service by Station K 
last Friday night but Josep 
Myers, vice-president and gej 
counsel, in a_ special broad 
statement said the station vw 
continue on the air. 

The strike, involving seva 
KFEL’s more than 40 emph 
was called by the local uni 
the AFL International Brot 
hood of Electrical Workers. 
September, Eugene P. O’Fa 
Inc., licensee and _  operatot 
| KFEL, terminated a union 
|contract with the union. Fol 
ing a strike notice and an N 
election, the union won bargai 
rights and negotiations were 
sumed on a new contract. 

Mr. Myers said the issues 
been narrowed down to a 5: 
issue, a 40% increase in 
which the company did not “ 
just or advisable.” On No\ 
the company submitted a cou! 
proposal offering a reclassific 
plan and a wage increase am 
ing to about 8%. Subseque 


y 
said Mr. Myers, the union re! 
to accept a compromise pla! 
gested by U. S. Conciliator R 
Mythen and broke off all neg 
tions. 
Lindsey & Co. Moves 
Lindsey & Co., Richmond, 
agency, has moved its office 
10 N. 4th St. 
A 
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NEW SUNDAY MAGAZINE 


——]_ACO-GRAVURE .. MONOTONE As Hoosier as Penrod and Pigtails 


e 
| OVER 210,000 CIRCULATION On January 12, 1947, Hoosierland's largest Sun- Whitcomb Riley, Lew Wallace, George Ade and 
' EVERY SUNDAY day newspaper (and the only one in central Theodore Dreiser—the Star Magazine can't help 
Br St Indiana) will introduce its own brand-new Indian- lending far more readership value to your adver- 
ours Write for apolis Star Magazine. tising program than any other medium in this area. 
THE INDIANAPOLIS STAR'S Not another syndicate "supplement''—but Indi- Page size is 1,000-line tabloid in this shortest, 
, 1946 CONSUMER ANALY : 
y sl SIS_the authoritative Mil- ana's first all-Hoosier magazine, edited by Hoo- straightest line to Hoosier interest and Hoosier 
waukee Journal type guide siers here in the home of Booth Tarkington, James sales. 
on alm for manufacturers, distribu- 
e: thi tors and agencies in this 
d Hog major market. Direct inquiries to Metropolitan Sunday Newspapers, Inc., or Kelly-Smith Company, Star 
“ national representatives, or National Advertising Department, The Star 
Pp sent 
ci 


ag FIRST IN INDIANA SINCE 1936 IN TOTAL ADVERTISING LINAGE 
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Two Companies 
Merge to Form 
Biscuit Firm 


Cuicaco—Merger of Consoli- 
dated Biscuit Company here and| 
the J. B. Carr Biscuit Company, 
Wilkes-Barre, Pa., was announced 
this week by Guido R. Rahr, of | 
Consolidated. 

The new firm, which will ace | 
tually be created during the next | 
few weeks when the merger is 
completed, will be named Carr- | 
Consolidated Biscuit Company. It 
will rank fourth in size in its | 
field. | 

Advertising for the new com-| 
pany, which is expected to be ex- | 


| for 1947, will be handled by Lynn- 
| Fieldhouse, 


Wilkes-Barre agency. 


Ruthrauff & Ryan, Chicago, pre- 
viously handled Consolidated’s ac- 
count. 

Sales of the two companies in- 
volved 


in the merger aggregate | 
about $25,000,000 | 
annually, while} 
their combined 
resources exceed 
$7,000,000. 
Officials of the 
new firm include 
Guido R. Rahr, | 
chairman of the | 
board; J. B. Carr, | 
president; Ralph 
L. Smith and 
Harry F. Phares, 
vice - presidents. | 


Harry F. Phares 


advertising. 

Although executive offices will 
be maintained in Wilkes-Barre, 
corporate offices will remain in 
Chicago. 


Ashley Named Publisher 
of U. S. News Corp. 


Daniel W. Ashley, director of 
advertising, has been appointed 
publisher of United States News 
and World Report, Washington, 
D. C. Harold L. Behlke, western 
manager of United States News, 
has been named to succeed Mr. 
Ashley. 

Mr. Ashley has been’ with 
United States News since 1940 and 
before that was director of ad- 
vertising for Woman’s Home Com- 
panion. Mr. Behlke was previously 
with Meredith Publishing Com- 


‘panded under a $600,000 budget | Mr. Phares will direct sales and | pany. 


Advertising Age, December |, 


NAB Swings Over 
fo ‘Legalistic 
Controls on FCC 


WASHINGTON — Encouraged by 
sympathetic Republican congres- 
sional leaders, NAB President Jus- 
tin Miller is voicing a new legisla- 
tive formula which would com- 
pletely bar FCC from supervision 
|of program structure and content. 

Unable to agree on a formula 
satisfactory to Sen. Burton K. 
Wheeler, who has been chairman 
jof the interstate commerce com- 
| mittee in the Democratic Congress, 
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| broadcasters 


‘Miller, 


-erate in the “public interest, 


have gone 
without agitating for leg sla; 


'from the existing Congress 


With the appointment of Jys 
a former justice 
Court of Appeals, and w 
issuance of FCC’s “Blue Bok 
broadcaster responsibility, 1 i¢ 
sociation has become more leg 
istic in recent months. } 

Though NAB is supposec jy 
on better terms with the ci m 
sion than it was during the }j 
chairmanship of James Lawr 
Fly, recently its attorneys a 
ceding less and less to th: 
mission. 


Dispute FCC Contro! 


At a recent hearing o1 
scriptions, they pointedly re 
to agree even that FCC hz 
thority to require identifica! 
platters when they are used, 

The new legislative progr 
exceeding anything demandedii 
the past, is admittedly desiggt 
to confine FCC to the area of te 
nical engineering regulations. 

NAB challenges the “scarcity 
channel” theory which has }) 
the spring board of federal ra 
supervision. With the arrival 
FM and ultra-high frequencie 


|is argued, “if there is a scar¢ 


FCC has created it.” 

By eliminating the scarec; 
argument, FCC is relieved of 
sponsibility to see that stations 


venience and necessity.” 

Traffic control responsibili 
which remain to keep stations 
of each other’s frequencies, ¢ 
be performed under the inters 
commerce clause of the const 
tion. 


Renewals Automatic? 


In stripping down the com: 
sion, NAB would make license 
newal virtually automatic, on 
theory that “‘property rights o 
to accrue to broadcasters wh 
velop virgin space in the r 
spectrum into valuable source 
information and entertainment 

When FCC challenges a rene 
or seeks to revoke a license, 
case would be heard, not be 
the commission, but in federal 
trict court, with FCC appea 
merely as a party complaina! 

NAB argues that FCC has } 
particularly unsuccessful in its 
forts to maintain balanced }} 
entation of all points of view 
the air. It seeks legislative 
structions permitting broadca: 
to editorialize. 

Under such a policy there \ 
be little trouble finding a vok 
express every desired point 
view, it is said, so ““‘we would s 
approximate a condition in 
the truth would find its true 
in the market place of ideas. 


NWDA Names Chairme 


The National Wholesale D 
gists Association has _ appoll 
these chairmen of standing 

mittees: Lee H. Bristol, Br! 
Myers Company, business | 
gram; Edgar M. McKallor, £ 
McKallor Drug Company, c’é 
and collections; Philip Hin 
Ortho Pharmaceutical Corp ra 
manufacturers; Carl F. G. Mé 
III, Meyer Brothers Dru: ‘ 
pany, statistical resear 
Evarts Fox, Pos-Vliet Dru 
pany, irade promotion. 
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i @ One would have been handy Nov. 23 at Chicago Even after the “Sold Out” sign was posted five 
es 7 Stadium, where the Second Annual Chicago TIMES days before the show, 5,000 additional cash-accom 
. in Harvest Moon Festival played to a capacity audi- panied requests for tickets were received! SOLD OUT— 
a Me ence of 21,000. 
us C This same responsive readership can help to build at a $3.60 top! 
rus € The picture shows little more than half of The your Chicago sales to Standing Room Only propor- 
_ TIMES readers who flocked to buy tickets at a tions. Your ad in The Chicago TIMES goes home 
a $3.60 top to see local singing and dancing talent to almost a half-million representative Chicago fami- 
featured with the big stars of stage, screen and radio lies at one of the nation’s lowest milline rates for 
' in The TIMES Purple Heart Fund benefit for Chi- evening newspapers. 
cago’s hospitalized war veterans. 
: To sell them in Chicago, tell them in 
VER 
4 
iE ‘THE ‘TIMES Fr 
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H. K. Dugdale Retires 


H. K. Dugdale, executive vice- 
president of VanSant, Dugdale & 
Co., Baltimore, has announced his 
retirement from the agency, ef- 
fective Jan. 1. He is disposing of 
his interests to the remaining 
stockholders. Mr. Dugdale plans 
to spend the bulk of his time at 
his farm on the eastern shore of 
Maryland. 


New Shoe tine Bebiets 


A new line of fashion shoes 
called Orchids has been introduced 
by Tober-Saifer Shoe Mfg. Com- 
pany, St. Louis, and will be pro- 
moted with six full pages in Vogue 
beginning Dec. 15. Roman Adver- 
tising Company handles the ac- 
count. 
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Bolling Forms 
Radio Agency 


New YorK—George W. Bolling, 
veteran of 21 years on the com- 
mercial side of radio, who re- 
signed recently as vice-president, 
director and eastern manager of 
John Blair & Co., has formed a 


radio representative agency in his | 


own name with headquarters here 
at 480 Lexington Ave., and a Chi- 
cago office at 360 N. Michigan Ave. 
A San Francisco office 
opened soon. 

Two of Mr. Bolling’s associates 
at Blair—his brother, Robert H. 
Bolling, and E. Schuyler Ensell— 
left with him to become account 
executives in the new venture. 

To head the Chicago office, Mr. 


penter, who was sales manager 


|of NBC’s central division in Chi- 


cago prior to the war. During the| Names Kettell-Carter 
| war he was the Treasury Depart- 


ment’s director of public informa- 


| tion, press, radio and outdoor ad- 
| vertising for the sale of war bonds 


will be| Star will not be a Parade outlet 


|after Jan. 5. 


in Chicago. | 

Mr. Bolling announced that his 
plans involved “a distinct de- | 
parture from the usual practices” | 
in the radio representative field, | 
but that he was not yet ready to | 
elaborate on the details. 


‘Parade’ Issues Card; | 
Changes Size, Outlets | 


Parade this week announced a_| 
new rate card effective Feb. 2, a/| 
new size (the same as This Week) | 
and the news that the Indianapolis 


The rate card advanced black- | 
and - white, one-time page rate 


i\from $6,305 to $6,500, left color 


| Star 
| Bolling appointed Kenneth Car- | 


rates the same. The new plate size | 
will be 10”x12%” compared to 
its former 101/16” x12%4”. The| 
had previously distributed | 
both Parade and This Week Maga- 
zine. 


Station WKNE, Keene, N. H., 
has appointed Kettell-Carter, Bos- 
ton, as its New England repre- 
sentative. 


|/come will decide whether mechan- 


item, gets an immediate go ahead 
/or is banished to later-later land, 
| there possibly to die in favor of | 
‘an all-electronic superior. 


Advertising Age, December 9, 1:4 


Color Tele Battle 
Opens as Bendix 


Unveils Receiver 


CBS Petition to FCC 
Faces Stiff Opposition 
from RCA, Others 


WASHINGTON—A full-scale clash 
of television’s forces opens here 
Dec. 9 before the Federal Com- 
munications Commission. The out- 


ical color video, championed by 
the Columbia Broadcasting Sys- 


As opposing sides formed battle | 
lines, CBS appeared to have two | 


/principal supporters, Cowles 


= 7 


You have heard 
their voices 


Dials twist across the land. 
And the melody of the stars enriches the night. 


Traubel, Eddy, Pons. 


It is Monday. And millions who have 
never seen them, can hear the artistry of the 


musical great. It is The Telephone Hour, 
presenting outstanding solo talents 


and the Bell ‘Telephone Orchestra under 
the direction of Donald Voorhees. 


his program, now in its seventh year, 


has consistently pleased a large audience. 


It is sponsored by the 


American 


lclephone and Telegraph Company, 


our client since 1908 


\. W. Aver & Son, Ine. 


Philad nuaeN 


w York e Chicago e Detroit e¢ San Francis 


co @¢ Hollywood e Boston e Honolulu 


. London 


‘incited. by CBS’s petition to the 
| FCC to license commercial, ultra- 
| high 


/a home color television receiver, 


| picture “equivalent in size to that 


| announced. 
| public’s 
|television that, provided satisfac- 
| programs, 


| duction of this new medium,” said 
+W. P. Hilliard, general manager. 


Broadcasting Company and he 
Bendix Radio division of Ben lix 
Aviation Corporation. Quali!.eg 
support was expected from Wes. 
tinghouse and the Federal Te |e. 
phone & Radio Corporation, bth 
of which, along with Bendix, h: ve 
experimented with CBS-paten eq 
color video techniques. 

The opposing side will be spe ir- 
headed by the Radio Corporat on 
of America, which has an ;]j- 
electronic system of color teleyj- 
sion, but claims its practical use 
is four to five years away. Lined 
up behind RCA are its subsidiary, 
the National Broadcasting Com- 
pany, the Television Broadcasiers 
Association and the DuMont Lab- 
oratories. 


Others Involved, Too 


Others in the fray—but not com- 
mitted in advance to either side— 
include Federal Telecommunica- 
tions Laboratories, Philco Corpo- 
ration, Zenith Radio Corporation 
and Thomascolor, Inc., the latte 
offering a potential third type of 
color video transmission. 

Advent of the showdown fight, 


frequency color television 
stations, brought a development 
obviously not timely by coinci- 
dence—Bendix took the wraps off 


the first commercial model to be 
shown. 
The set, a console offering ; 
of a 12-inch viewing tube,” is “in 
limited production,’ the company 


“We have such confidence in the 
acceptance of full-colo 


tory standards are established an 
with even a limited schedule o! 
Bendix is prepared t 
speed the full commercial intro- 


He did not estimate the set's 
retail price, but said he believe 
the medium’s appeal would ‘“auto- 
matically adjust prices to a popu- 
lar level.” 

Shown in New York 

The receiver was unveiled a! 
Bendix Aviation’s New York of- 
fices, where it picked up colored 
movies and live demonstrations 
from CBS’s_ ultra-high-frequenc) 
transmitter W2XCS. _ Fidelity 
the reception was acclaimed })) 
Bendix executives as ‘‘somewha! 
better than that of present-day 16 
mm color home movies.” The re- 
ceiver uses a rotating color disc. 

CBS has its big guns trained 
on the FCC hearing. A bevy o! 
the network’s top officials will 
testify, including President Frank 


Stanton and _ Vice - Presidents 
Adrian Murphy and Lawrence 
Lowman. 


On the let’s-wait-for-electronic- 
color side, Dr. C. B. Jolliffe, ex- 
ecutive vice-president in charge 
of the RCA Laboratories division 
Dr. Allen B. DuMont, and Jack R 
Poppele, head of TBA, will De 
among the witnesses. 

The FCC hearing is expecte 
require at least a full week 
may last as long as a month. 


. - 
Farm Publications 
Plan Harvest Party 

A “farm publication ha? ‘es 
party” will be given by repr‘ 
tatives of farm publications at 
p.m. Friday, Dec. 13, in the T op- 
ical Room of Hotel Contin¢e 
Chicago, to which invitations 
been issued to advertisers 
agencies primarily intereste 
the farm market. 

The party has been held a 
ally for several years. Wn 
Henning, Country Gentlema 
chairman. Vice-chairman is 
Dugger, Progressive Farmer 
Fred O. Toof, Western Asso 
Farm Papers, is in charge 
nances. Committee chairme 
clude J. W. Banister, C 
Publications; J. E. Edw: 
Frairie Farmer, and D. M. \ 
Successful Farming. 
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More and more — advertisers are finding out what it takes to deliver a 
Sunday Punch. 


It takes a rich market. It takes a strong medium to cover that market. 
It takes readership and advertising strengh. 


FIRST 3 Markets Group has what it takes to deliver a Sunday Punch: 


A rich market area—the three largest cities in the country and a surround- 
ing territory totalling nearly 12 million families who account for 40%, of 
the retail sales and 42% of the food sales of the country. 


A Strong Medium—FIiRST 3’s New Magazine and Picture-Roto Combina- 
tion and FIRST 3’s Regular All Picture-Roto Group—the sections noted for 
their high readership, their attractive presentation of editorial content and 


STRONG MED/UM 


FOR A 


SUNDAY PU 


pictures through superior rotogravure printing and full colorgravure 
reproduction. 

These two companion groups are presented in the three most powerful 
newspapers in their respective markets—the New York Sunday News, the 
Chicago Sunday Tribune, and the Philadelphia Sunday Inquirer—news- 
papers first in circulation and first in display advertising volume. 

FIRST 3 delivers highest concentrated SUNDAY coverage in the three 
metropolitan areas of New York, Chicago and Philadelphia — an average 
coverage of 67°%. Or counting up cities and towns, FIRST 3 delivers an aver- 
age coverage of 46%, in over 1600 cities and towns. 


FIRST 3 has what it takes with a total circulation Sunday after Sunday of 


OVER 7,200,000 


To round out your advertising schedule, as a primary medium or as a supporting buy 


YOUR FIRST BUY is FIRST 3 


er 
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THE GROUP WITH THE 
SUNDAY PUNCH 
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Sa NE a ES eit SRB 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 
Retograumnre ° Colorgnraumre 

Picture Sections + Magazine Sections 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 + Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GARfield 7946 
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All figures shown are from our Publisher’s Sworn Statement. 


Copies of the complete statement are available now. Get yours 
from the FOOD TOPICS office nearest you today. 


Chicago 11, Illinois Atlanta 3, Georgia 
520 North Michigan Ave. 22 Marietta St. 


Los Angeles 13, Calif. San Francisco 4, Calif. 
Don Harway & Co. Don Harway & Co. 
816 W. 5th St. 68 Post St. 


Cleveland 14, OHIO 
623-625 Williamson Bldg. 
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Standards Movement Growing 


Last week ADVERTISING AGE re- 
ported the 28th annual meeting of 
the American Standards Associa- 
tion, including an attack on shoddy 
merchandise by Mrs. Guy Moffett, 
representing the American As- 
sociation of University Women and 
the American Home Economics 
Association, and a report by 
Howard Coonley, chairman of the 
American Standards Association 
executive committee, to the effect 
that food companies, soap produc- 
ers, retail groups, advertisers and 
others “are looking increasingly 
to ASA for guidance in developing 
consumer standards.” 

To some die-hards in advertis- 
ing, this will sound extremely 
ominous, as another wedge de- 
signed to lessen the importance of 
the brand name in the marts of 
commerce. But we do not believe 
that such fears are justified. 

Adoption of minimum standards 
for merchandise should be helpful 
to all honest manufacturers, and 
not at all hurtful to brand names. 
In fact, standards of one kind or 
another, such as those laid down 
by Underwriters’ Laboratories in 
the electrical field and the well- 
known “certified performance” 
standards used by makers of gas 
ranges, have been in operation for 
many years and have been used as 


plus devices in selling, with the 
result that they have added to, 
rather than detracted from, the 
value of brand names, 

Standards of color-fastness, 
washability and wearability have 
been commonly used in connection 
with fabrics and garments of all 
kinds, and none would argue that 
they have militated against brand 
name distinctions in these fields, 
or the promotion and advertising 
of individual brands. 

Elimination of shoddy, unsuit- 
able and quality-less merchandise 
of all types should and would 
benefit all producers of honest 
@Walues, and should be welcomed 
by brand name promoters as well 
as others who have worth while, 
decent - value goods to sell. The 
suggestion of Mrs. Moffett that 
reasonable standards of quality be 
adopted, and that such standards 
be “stated in terms understandable 
to a literate person, and carried 
through from producer to retailer 
to consumer in advertising, and in 
informative labels attached to the 
products wherever possible,” does 
not seem either fantastic or un- 
reasonable to us. Such a course 
would probably strengthen the 
brand name system without in any 
way impairing the importance of 


the brand name as a buy-word. 


Get Ready for Census Fight 


It is becoming increasingly ap- 
parent that if business is to get the 
Census data it needs so badly in 
connection with merchandising, 
marketing and advertising activi- 
ties in the next few years, it will 
be necessary for business to make 
its position known to Congress in 
no uncertain terms. 

Every bit of Census legislation 
—and appropriations—introduced 
into the last Congress was de- 
feated, with the single exception 
of the regular five-year Census of 
Agriculture, which went ahead 
without an argument. And every 
item of Census legislation which 
may be introduced into the next 
Congress will also be defeated, 
unless business men, individually, 
make every member of Congress 
understand that they really want 
and need the data. 

In this particular instance of 
Census data, election of a Repub- 
lican Congress strangely enough 


Congress who managed effectively 
to stymie all Census legislation, 
and these same Republicans now 
control the committees through 
which all such legislation must 
pass, 

Those who want’ up-to-date 
Census data—particularly in the 
field of distribution—will have to 
do more this time than hope they 
get it. They will have to make 
their wants and their needs known 
to their representatives and their 
senators. They will have to pre- 
sent a good case, too, because Con- 
gress is certainly going to be 
economy-minded in the extreme. 

After a lapse of half a dozen 
years or so, complete and up-to- 
date data for distribution, for 
manufacturing, and for other 
benchmarks of the economy are 
desperately needed by all market- 
ing men, but it can be safely as- 
sumed that Congress will not make 
them available unless an aroused 


complicates the problem of secur-| business world convinces the law- 
ing needed legislation and funds. | makers that new Census data are 


It was Republicans in the last 


ia “must” for business. 
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—Progressive Grocer 


“Does this come in just the one style of type?" 


Nomenclature (ABC) 

We have it reliably from the 
publicity office of ABC’s central 
division, that they have in the 
office a Bean, Berry, Skotch, Lin- 
ger, Ford, East, Hawthorne, Sav- 
age, Slob, Meany, and an Olsen 
and a Johnson. 

This, it seems to us, is a natural 
point to inquire about radio pub- 
licity. In our time we have waded 
through a mass of inept press re- 
leases, and the percentage of radio 
origin is phenomenal. The deli- 
cate sample distilled in the pre- 
ceding paragraph is pretty fair, 
and ought to indicate the trivia in 
which radio deals so generously. 

Our intrepid radio expert was 
willing to scrape his wastebasket 
for the following gems: “On Tues- 
day, Nov. 26, the Fischer Baking 
Company enters its 12th year as 
sponsor of WOR’s 8 a.m. news”; 
“Four daytime serials form one 
hour Thanksgiving show to draw 
parallel between personal and 
world problems”; “ ‘WBT 10 CBS’ 
reads the newly-acquired gold 
label pin Lee Kirby is wearing to 
mark ten years as top sports an- 
nouncer before a WBT micro- 
phone”; ‘“‘Hollywood Players’ 
which is sponsored by the Cresta 
Blanca Wine Company is moving 
East for one broadcast on Dec. 3.” 
See? 


Nice Change 

We read with pleasure an ad- 
vertisement in the Leader, Free- 
port, L. IL, signed by the Long 
Island Lighting Company, Nassau 
and Suffolk Lighting Company, 
and three operating unions. There’s 
nothing remarkable about the ap- 
pearance of the advertisement, but 
the text is surprising, because it 
simply reports that the company 
and its employes have reached an 
agreement extending to Dec. 31, 
1947. 

Said the ad: “In the same spirit 
of harmony and mutual under- 
standing that has marked our ne- 
gotiations in the past, these new 
agreements were arrived at 
through the normal processes of 
collective bargaining, and without 
interruption of gas and electric 
service. They provide increased 
wage rates consistent with the 
skills involved and the necessities 
of the times, as well as other bene- 
fits in line with utility practice 
and proper employe security and 
protection. 

“Both labor and management 


welcome this opportunity to an- 
nounce to the customers we serve 
that we propose to continue the 
practice of using jointly our train- 
ing, our experience and our skills 
to furnish reliable service.” 


A Gamble 


We know an advertising paper 
editor who is cleaning up on that 
Electric & Power Companies page 
ad bordered with silhouettes of the 
48 states. This fellow, a demon 
bettor, offers friends, acquain- 
tances, anyone he can corral, five 
cents for each state they can 
identify and hooks them 20 cents 
for each one they miss. So far, 
he has hijacked the price of a 
month’s supply of going-home 
highballs. It looks easy—but try 
it and see. 


Brown-Out 

A gentleman named Myron S. 
Heidingsfield, of Temple Univer- 
sity, is going to find himself in a 
complete Brown-out when he takes 
his place in a discussion of the 
teaching of market research at an 
American Marketing Association 
conclave in Pittsburgh Dec. 26. 
Chairman of the session is George 
Brown, University of Chicago, 
and other speakers are Lyndon O. 
Brown, Knox College, and Theo- 
dore Brown, Harvard University. 


Memory Lane 

One of our earlier citizens re- 
calls that when the National As- 
sociation of Public Relations Coun- 
sel was first started, members were 
fined 25 cents for mentioning the 
name of Edward’L. Bernays at a 
meeting. Bernays was opposed to 
NAPRC. 

In a wealthier and gentler day, 
the fine is no longer applicable be- 
cause, so NAPRC members report, 
Bernays is no longer considered a 
menace and no one talks about 
him now. 


Jottings 

Charbert’s new perfume, b-b- 
Breathless, bothers some people, 
who can foresee salesgirls and 
buyers stuttering like mad across 
the retail counters. It strikes us as 
s-s-s-swell. .. 

Our curious names editor is still 
concerned over the news that Dev- 
ereux Wight Pinkus, who formerly 
labored in the vineyards of Newell- 
Emmett and Kenyon Research 
Corporation, has joined Ellington 
& Co.’s copy dept... 
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The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national] 


advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 
Ill. 


No. 2727. Consumer Survey oj 
Brand Preferences in Fayette- 
ville, N.C. 


The Observer, Fayetteville, N. C., 
has issued this report covering a 
cross section survey of 958 fam- 
ilies, or 23% of the town’s 4,174 
occupied dwellings, which was 
made to determine brand prefer- 
ences of products used by these 
families and to gauge:the trend of 
their buying plans for the year, 
Tabulations in the report cover 
food, drug and tobacco products, 
automobiles, gas, oil and other 
items, 


No. 2728. Automobiles, Radios, 
Electrical Appliances in the 
American Magazine Market. 

This nationwide study, part of 

a qualitative survey of American 

Magazine families, indicates that 

on the average, about 45% of all 

urban families planning the pur- 
chase of cars, radios or electric 
appliances are undecided on any 
particular make. Throughout the 
study, ownership, buying prefer- 
ences and plans to buy are shown 
for all families and American 

Magazine families. The _ survey 

was conducted in 125 cities and 

towns having 2,500 or more popu- 
lation, and scattered in 44 states, 


No. 2729. How to Reach Com- 
munity Leaders in 2,500 Towns 
and Cities. 

The Kiwanis Magazine has is- 
sued this folder, which gives some 
facts and figures about its readers, 
such as family status, home own- 
ership, standard of living, travel 
habits and so on. The folder points 
out the magazine’s selective cir- 
culation, which is due to the fact 
that only two leaders of each busi- 
ness or professional classification 
can join any one Kiwanis club. 
Editorial scope of the magazine is 
outlined, along with the purposes 
of the Kiwanis organization. 


No. 2699. The Farm Family of 
the South Today. 


A study of farm families of the 
14 southern states, made by Cross- 
ley, Inc., is reported in this book- 
let, which has been issued by The 
Progressive Farmer. Farm tenure, 
size of farms and homes, income, 
education and other details are 
shown in graphs representing {ig- 
ures for southern families and 
Progressive Farmer families. 


No. 2700. Route List. 

The Sacramento Bee has issued 
this route list, which contains 4 
route and street map of the Sacra- 
mento metropolitan market and 4 
highway map of the city’s 19- 
county market, with a 96-page list 
of grocery, drug and variety stores. 
The list includes information 02 
the dollar volume of the market, 
executives, buying hours and te'T!- 
tory covered by local wholesalers, 
chain and supermarket data, popu- 
lation, etc. 


No. 2701. Fact Folio. 

Retailing Home Furnishings 525 
issued this brochure to com 
memorate the publication’s 15% 
birthday, and in it, charts we 
growth in circulation and adver 
tising linage, and gives some "¢@- 
sons for the publication’s curren’ 
position in coverage of the home 
furnishings industry. 
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Sales Training 


-™ ASK YOUR FILM PRODUCER FOR A SHOWING TODAY! 


ncome, 
Is are 


ng fig- HETHER it’s your job to sell automobiles 
4 sa: or vacuum cleaners... instruct mechanics 

br salesmen .. . introduce new products... or 
issued build employee morale, you'll want to see ‘The 


ains 4 


sacra-W/lustrated Voice!’ It’s a dramatic new sound 
and a 


»s 19-lidefilm that explains how Illustravox can best 
age list , : : 
stores. applied to your specific needs. . . explains 
: n . . 

a hy Iustravox two-way presentation is the one 
i terri- 


psalers, 
» popu- 


best way. And, at the same time, it introduces 
a variety of other sound slidefilm uses. 

Make an appointment with your film pro- 
ducer now and he'll arrange a showing for 
you. Once you've seen “The Illustrated Voice”’ 
you will be convinced that Illustravox two- 
way presentation is the most effective, the least 
expensive . . . the one right way to do a thorough 


| [LLUSTRAVOX 


ts the THE ILLUSTRATED VOICE 


MAKERS OF 


" me DIVISION OF THE M Ga fr. qvox COMPANY - FT. WAYNE 


FINE RADIO-PHONOGRAPHS 


Introducing New Products 


SLIDEFILM 


iN iMlustravox Works For You 


job. The Magnavox Company, Illustravox 
Division, Dept. AA-12, Fort Wayne 4, Indiana. 
NOTE TO FILM PRODUCERS AND DIS- 
TRIBUTORS: Copies of “The Illustrated 
Voice” are available to you at our cost. 
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HE IRON AGE—more vigorous and virile; more dynamic and constructive; more helpful to read- 
ers and advertisers, in 1947 and the competitive era ahead. 


hat's the program for the publication that has always been the leader in the metalworking industry, 
e best-known and most-often-quoted industrial publication. 


Always The Iron Age has kept ahead of conditions. For many months it has been broadening and in- 
reasing its service to subscribers and advertisers. Today it faces the future geared for action and 
pointed toward those objectives it believes should be reached by its industry. 


all on The Iron Age for any conceivable kind of assistance that falls within the scope of this power- 
ul publication. As publishing headquarters of the metalworking industry, at the crossroads of the in- 
dustry's complex structure, The Iron Age is in the position to serve you. 


In Editorial Value lites 


PUBLISHER 


HE Iron Age has today the most capable and versatile group of editors that it has ever main- wai a 
tained. It proudly presents the following list of outstanding editors and field correspondents. 


a 
T. W. Lippert Associate Editors Editorial Assistants Washington Representative a 
Directing Satter F. J. Winters M. M. Schien Paul Wooton i. 
Editorial Staff E. S. Kopecki oo Sanne Foreign Edit | 
News Markets Editor........ T. C. Campbell ©. F. Sefiven C. 8. Munser ee ee . 
‘ ‘ J. P. O'Connor Ns 56 25.0-54550 saab Jack R. Hight 
Technical Editor............... W. A. Phair t himk Hi 
Machine Tool Editor........... H. E. Linsley ‘ - L. Schimke 49 Wellington $t., Strand, Londen 
A. J. Spear W. C. 2, England 
R. E. Benedetto 
Regional News and Technical Editors Canada (Contrib.)......F. Sanderson 
T. E. Lloyd Osgood Murdock R. Raymond Kay 530 Bay %., Torente, Canada 
Pittsburgh 22 Robert T. Reinhardt Los Angeles 28 
814 Park Bidg. San Francisco 3 2420 Cheremoya Ave. Editorial Correspondents 
1355 Market St. 
Robert Mcintosh L. C. Dean G. Frazar 
L. W. Moffett D. I. Brown John Anthony Cincinnati Buffalo Boston 
Eugene Hardy Chicago 3 Philadelphia 39 
Karl Rannells 1134 Otis Bldg. Chilton Bldg. Hugh Sharp John C. McCune Roy Edmonds 
Washington 4 Milwaukee Birmingham St. Louis 
National Press Bldg. W- A. Lloyd W. G. Patton 
Cleveland 14 Detroit 2 James Douglas 


1016 Guardian Bldg. 7310 Woodward Ave. Seattle 


In Marketin ‘cs 
BUSINESS MANAGER 


HE Iron Age Market Research Department, headed by Oliver Johnson, can supply the basic facts and infor- 


mation needed for your marketing plans. It will furnish specialized information to meet your particular prob- 
lems and requirements. 


1947 poses for your business very different problems from any heretofore encountered. The war years provide no 


basis on which to plan production figures, sales quotas, marketing objectives. Call on The Iron Age Market Research 
Department for rapid and complete information and advice. 


Let these Competent Marketeers assist you. 


There is a Territory Manager of The Iron Age near you. Call on this Iron Age representative for any cooperation 
or advice that The Iron Age can give you. These men have for years consulted with metalworking industry manu- 
acturers. They know your problems and often have the answers. They are experienced, practical and versatile. 
Under the capable leadership of R. M. Gibbs, Business Manager, these marketing advisers are at your complete 
disposal for whatever cooperation they can render. 


Fred Bannister B. L. Herman Robert F. Blair H. K. Hottenstein 

W. Hartford 7, Conn. Philadelphia 39 Cleveland 14 Chicago 3 

62 La Salle Road Chilton Bldg. 1016 Guardian Bldg. 1134 Otis Bldg. 

Cc. H. Ober 2 

H. E. Leonard John M. Huggett Pierce Lewis R. Raymond Kay T. W. LIPPERT, 
New York 17 Pittsburgh 22 Detroit 2 Los Angeles 28 

100 East 42nd St. 814 Park Bldg. 7310 Woodward Ave. 2420 Cheremoya Ave. DIRECTING EDITOR 


A 20,000 print run as of the January 
first issue, that's the increased total 
of The Iron Age distribution to read- 
ers. A plus value at no extra cost to 
advertisers. Subscriber renewal rate 
of 83 per cent is, as usual, the highest 
of any metalworking industry publi- 
cation. 


Let The Iron Age help in 1947. 
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Rising Costs Cause 
‘Deb’ to Discontinue 

W. M. Cotton, New York pub- 
lisher of Ideal Publications, has 
announced that Deb, his year-old 
magazine for girls of 16 to 22, 
has folded, effective Nov. 19. The 
last issue to hit newsstands will 
be dated February, 1947. 

Mr. Cotton attributed discontin- 
uation of the magazine to “strikes, 
phenomenal rising paper costs, in- 


ability of the printer to get the 
magazine out on time for proper 
distribution—all of which blends 
into the national picture of un- 
settled conditions.” 


Appoints Ellis Agency 

Buffalo Alumatic Window Com- 
pany, manufacturer and distribu- 
tor of patented storm windows and 
screens, has placed its advertising 
with the Buffalo office of Ellis 
Advertising Company. 


id you know that good design 
is evolutionary — never revolutionary? Which 
accounts for a lot of past flops and a lot of future 
successes — both in manufacture: and retail- 
ing. Read the December House Beanuntifal 


Kentucky Court 


Voids Second 
Chain Store Tax 


FRANKFORT, Ky.—Kentucky’s 
second chain store tax in a dozen 
years has been thrown out by the 
state court of appeals, and a $1,- 
000,000 refund is in order for the 
stores which paid the tax while 
it was being contested. 

The invalidated statute, enacted 
in 1940, set up a tax scale ranging 
from $25 annually for each of two 
to five stores operated as a chain 
up to $200 per unit for all stores 
over 250 in a single chain. Thirty 
chain stores operating in the state 
filed suit in 1942, asking repay- 
ment of $266,000 for license fees 
collected up to that time. Officials 
of the state revenue department 
have estimated that the total re- 
fund of all stores will reach $1,- 
000,000. 

The court of appeals, which is 


the state’s highest tribunal, also 


Advertising Age, December 9, 1946 


upset a chain store tax enacted in 
1934 as a revenue measure. Ken- 
tucky lawmakers turned to Ken- 
tucky’s police powers for the stat- 
ute under which they passed the 
1940 tax. The law set forth that 
it was prepared to protect in- 
dividually-owned retail establish- 
ments and to break down monopo- 
lies “in the interest of the gen- 
eral welfare.” 


Corday Appoints Wagner 
Cyril D. Wagner, compliance 
commissioner for the Civilian Pro- 
duction Administration since May, 
and for 12 years assistant to the 
president of Park & Tilford, New 
York, has joined Parfums Corday, 
New York importer of French per- 
fumes, as director of sales and 
assistant to the president. 


Now Rexall Drug 


United-Rexall Drug Company, 
Los Angeles, has changed its name 
to Rexall Drug Company. The 
name was chosen as a result of a 
survey made to determine the 
effectiveness of the company’s 
various trade names. 
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Planned Distribution 


The Plain Dealer is Enough 
—if You Use it Enough 


The P. D. 2-in-1 market (Greater 
Cleveland plus the 26 adjacent 
counties) gives you Ohio's two 


richest markets at one low cost. 


—_ 


CLEVELAND 


S-PLAIN DEALER 


Clevelands Home Newspaper 


Sounds ridiculous, doesn’t it? Yet, many concerns 
have failed because of such a mistake. They 
operated in a location where customers were few 
and far between. The result was inevitable failure... 
~ awarning that it doesn’t pay to guess at your market. 


The Plain Dealer Market Survey department 
takes the guesswork out of your sales program 

in the Cleveland market... gives you specific 
information about the best buying areas for your 
products...and points the way to maximum 
sales volume with a minimum number of outlets. 
Call or write a Plain Dealer representative for an 


appointment to receive this individualized service. 


John B. Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 


A. S. Grant, Atlanta 


CO-OP MAGAZINE—Jerome Ellison's 
contributor-owned magazine, ‘47, The 
Magazine of ihe Year, is testing this 
copy in five newspaper book sections, 
Newsweek and the Saturday Review of 
Literature to interest pre-publication 
subscribers. Maxwell Sackheim & Co., 
New York, placed the copy which sells 
the magazine's principles (AA, Feb. 
18) and by-line contributors. A direct 
mail test is also under way. 


Mutual to Poll 
Listeners During 
‘Forum’ Program 


Cuicaco—A new kind of poll 
is being undertaken by Mutual 
Broadcasting System in connection 
with its weekly “American Forum 
of the Air” sustaining program. 

Listeners in designated key 
cities are being invited to express 
their opinions on the subject under 
debate, by calling their local MBS 
station. At each key station, a 
representative of a research organ- 
ization will tabulate the replies 
until a few minutes before the end 
of the 8:30-9:15 p.m., CST, pro- 
gram. 

The tabulation of the views of 
the audience will be announced 
over the air close to the end of 
“Forum” broadcasts each Tuesday. 


Kelley Names Bingham 


John M. Bingham, formerly in 
the advertising and promotion de- 
partment of T. Eaton Company 
and later with Cockfield, Brown 
& Co., has been appointed manager 
of the newly opened Toronto office 
of Russell T. Kelley Ltd., 86 Ade- 
laide St. East. 


Brown Agency Moves 


Daniel E. Brown Advertising 
Agency has moved to larger quar- 
ters at 142 W. 32nd St., New 
York 1. 
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Kansas ‘Sarvey 
Gives New Hope 
fo Jingle Lovers 


WIcHITA—In the absence of re- 


turns from any other state but 
Kansas, 
commercials can come out from | 
hiding. 


Dr. F. L. Whan of the University | 
in the most definitive | 


f Wichita, 
study ever made of listener atti- 
tudes toward radio commercials, 
has reported that apparently few 
people are often or 
noyed by jingles and other com- 
mercials. 


The report on commercials is | 


ontained in the annual ‘Kansas 
Radio Audience,” 
g station preferences within the | 
tate, preferences for news broad- | 
asts, and other attitudes toward 
roadeasting. The first “instal-| 
nent” of the report, prepared by 
Dr. Whan and printed by Station 
VIBW, Topeka, last summer (AA, 
Sept. 9), covered buying plans of | 
Kansas families. 
The report shows that no more| 
han 6.5% of the Kansas audience | 
bjiects to commercialization of | 
ublic service types of programs, 
though more objection is raised 
f more than one commercial is 
used on any program. Even when 
5 many as three commercials are 
ued on such a program, about 
7% voice no objection. 


Middle Plug Most Annoying 


Of those having any objection 
programs with three commer- | 
ials, nearly half object only to) 
the middle plug. The report shows | 
1at men object slightly more than 
women to advertising on public | 
ervice programs, and that listeners | 
ject slightly more to the length 
f commercials than to their num- 


Kansans’ attitudes — expressed 

1 terms of relative “annoyance” 
toward the spot jingle are shown 
y the following percentages: 


Vomen Farm Village Urban 
% % % 
Almost never ..22.6 26.0 42.2 
often ....2n0 202: 42.2.1 
‘ow and then.27.6 24.8 20.3 
Juite often ...16.1 17.0 10.9 | 
Almost always. 7.8 12.0 5.9 | 
len Farm Village Urban 
% % % | 
Almost never .19.8 25.4 30.5 | 
‘ot often ~ ae Zan 208 
iow and then. 25.4 20.9 24.5 
luite often ...19.6 16.8 


16.8 | 
Kimost always.11.0 14.7 8.2 | 
The 3,683 women and 2,164 men | 
irveyed showed little agreement 
‘n asked to name commercials | 
they especially like or dis-| 
ike. The survey shows, however, | 
' 4.4% of both men and women, | 
ed which program’s commer- | 
als are “especially pleasing,” 
imed §S. C. Johnson & Co.’s 
Fibber McGee & Molly” show. 
ext highest rating went to com- 
cials on the Bob Hope show 
Pepsodent, named by 2.1% of 
1ien and 2.9% of men. 


WIBW Best Liked 


inked as most annoying were 
#: mercials on American Tobacco 
ipany’s “Your Hit Parade” 
rams, named by 2.4% of both 
and women. 
ie report continues its 10-year | 
ey on station preferences in | 
sas. The highest statewide | 
1g for a station was given—by 
% of daytime listeners and} 
© of the nighttime audience— | 
station WIBW, Topeka. (The 
‘st rating, coincidentally, was 
for Station KCKN, Kansas 
a daytime station. KCKN 
WIBW are both managed by 
Ludy.) 
$s with previous surveys, the 
> plastic-bound report shows 


statistics and graphs on various | 
listening habits; make-up of audi i- | 
ence by listening periods, attitudes 
toward adequacy of available pro- | 
grams; toward Kansas broadcast- | 
ing in general (about 75% think | 
it does a good job), and other sub- 
jects. 


Gets Luggage Account 
Amelia Earhart Luggage, New- 
ark, has placed its advertising 


people who like singing | With Al Paul Lefton Company, 


|New York, effective Jan. 1. 


Gutradt Names Fost 


R. O. Fost has been appointed 
general sales manager of Newell 
Gutradt Company, San Francisco, 
|; manufacturer of soap products. He 
will direct all sales activities and 
promotion work. 


Sundstrand Appoints 


Sundstrand Machine Tool Com-| 


pany, Chicago, manufacturer of 
machine tools, hydraulic equip-| 
ment, fuel units and pneumatic 


sanders, has appointed L. W. 


|continuing to produce a line of 


av 


Ramsey Company, Chicago, to;unit of the plant and convert it 
handle its advertising. George R.|for the production of book 


Holt, formerly with Scott - Te- | matches. 

lander, Milwaukee agency, has 

joined the Ramsey agency as ex-| 

ecutive on the Sundstrand account. | % aa 

Buys Reliable Nut Co. cancun ‘alo DAP 


Universal Match Corporation, | ‘ \\\ \ 
St. Louis, has purchased Reliable \\h \ 


Nut Company, Los Angeles. While a ose + DECALS’ 


Ask for | CARDY-LUNDMARK CO. 
Samples 1801 BYRON ST. — CHICAGO 


assorted nuts and candy bars now 
manufactured under the Reliable 
label, Universal will segregate one 


always an-| 


a survey cover-| 


"Prairie Farmer-WLS organized the Christmas 
Neighbors Club in 1935, to provide necessary 
medical and recreational equipment for hospi- 
tals and child care institutions. Since then, 
Prairie Farmer readers and WLS listeners have 
contributed over $118,327 -- $32,887 in 1945 
alone. Little children have sent pennies, 
nickels and dimes -=- people in all walks of 
life and of all faiths have responded nobly. 
This has been precious money. We have spent 
it carefully with never a penny taken out for 
operating and administrative expenses. 640 * 
institutions in 18 states and Alaska received : 2 


4 & a 
gifts of baby incubators, orthopedic walkers, /\ “A . ‘shb 
wheel chairs, projectors and screens, inhala- aa mong genuine neighbors, 
tors and radios. I am proud of the people | "me the heart directs the pocketbook” 


of Lincoln Land' who make Prairie Farmer- ‘ 
WLS Christmas Neighbors Club possible; to roe “SS 7, ee OP evel 


them goes the credit." — B.D.B. y La z President, Prairie Farmer-WLS 
be et 2. 


¥ VW 


“Lincoln Land” folks show time-tested 
Confidence in Prairie Farmer-WLS 


5 ice Prairie Farmer-WLS Christmas Neighbors Club is evidence not only of the 
neighborly and charitable heartbeat of ‘‘Lincoln Land’’—it is equally indicative 
of the priceless confidence our people have in us. 


They send their dimes and dollars to buy needed hospital equipment because we sug- 
gest it. They have contributed to countless worthy causes through PrairieFarmer-WLS 
—to flood relief, aid to tornado victims, help for drought-areas—because they have 
confidence in us. It is a kind of confidence that cannot be bought—it must be earned. 


We can share the confidence thus earned with worthy 
companies seeking improved distribution in the 236 coun- 
ties of ‘‘Lincoln Land.”’ 


W here Prairie Farmer-WLS 
Influence Is Concentrated 


Among 14,000,000 People 


HAIHIE PARMER 


ney” CHICAGO 


BURRIDGE D. BUTLER. President 
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to attention, we have always;000 to promote, in cooperation, tional business. Equipment is still| industry before publication of th 
Restaurant Group |agreed with leading health au-|with the makers of restaurant |in short supply. article. It is believed that the as Tre 
thorities that little progress could | equipment and other products, the Spokesmen for the restaurant|sociation of restaurant owner 
' . ' be made without moving public! National Sanitation Foundation’s | industry and publications in the! who represent the major rest by. 

Calls Com anion opinion.” school of public health studies at) field assert that the industry de-| rants, will benefit from the C. 
p ‘ the University of Michigan on im-| serves more consideration, because | panion article and similar “bq” Rex 

Sponsors Health Studies proved dishwashing methods. It]of its rapid expansion to take care| publicity, in that the sma 

. : “Fortunately,” he said, the as-jis also cooperating in courses in|of wartime and postwar demands, | restaurants will be forced to s New 
rtic e n all |sociation “and the restaurant in-| training restaurant workers at the | than it receives in the Companion | port the association’s drive to vertiss 
‘dustry have been farsighted in| University of Chicago. article. The treatment, they con-/| prove sanitation generally. can N 
Cuicaco—The National Restau-| establishing sanitary programs| Spokesmen for the restaurant|tend, is unfair in that it paints cainitereneainannne recent. 
' iation has decided to| Which have been in effect a long | industry point out that during the|only one side of the picture—a . ap proper 
take Peep enn action in reo to|time. Bringing this problem to|war the industry met demands to|side they do not deny—but omits Now Former toe Disectory reliabl 
the attack on restaurants in an) light gives us the opportunity of|serve twice as many away-from-|any reference to steps taken to eutnae ae tee nen sand de 
article, “Disease a la Carte,” by| toning up our industry and put- | home diners, and that the restau-| improve health conditions. will aia ge pire sage gi “li oompa 
Howard Whitman in the current | ting our house in order in every|rants have not had time since No attempt, they declare, was a new page size of 84 x 11% a itive a 
Woman’s Home Companion. | public eating establishment.” | then to install adequate facilities|made by the Companion or Mr. | ches, taking the standard 7x 10.) Rea 
The article states that filth in The NRA last year spent $20,-|to take care properly of the addi- | Whitman to contact the restaurant | inch plate. sized, 


American restaurants “has reached | 
proportions of a national plague” | 
and cites numerous cases of laxity 
by restaurants in cleaning dinner-_ 
ware, preparing food and main- 
taining clean facilities. 

Far from attacking the article, 
Walter F. Clark, president of the 
restaurant association, told AA 
that “while we do not subscribe 
to the sensational methods of. 
bringing this sanitation problem 


a 


PRESENTING A CONCISE 
LISTING OF PARTICIPATING 
PROGRAMS ON KFI 
A highly diversified group of ad- 
vertisers are finding this Station's | | 
participating programs to be the | 
ideal medium for outstanding sales 
results at a very economical cost. 
Your clients with products that 
lend themselves to this type of 

radio advertising can’t miss on: 


LADIES DAY 


Bill Stulla, assisted by Bob Mitch- 
ell, pianist-organist, and Bill Shir- 
ley, tenor, turn out a daily song and 
patter program that is a highlight 
in morning listening in America’s 
third market. The time: Monday 
thru Friday, 9:15 to 10:00 a.m. 


WHAT DO YOU SAY? 


Joan Schafer conducts a sensational 
Vox Pop program in which listen- 
ers argue controversial issues via 
letter. Miss Schafer’s role as moder- 
ator is a constant test of her abun- 
dant charm and ingenuity. The 
time: Mon., Tues., Wed. and Fri., 
10:15 to 10:30 a.m. 


Newsweek 


ART BAKER NOTEBOOK 


Philosopher with the common 
touch, Art Baker, gathers a tre- 
mendous listening audience each 
weekday afternoon to hear his 
thoughts on people, places and life 
in general. A great salesman with 
a great reputation, Art Baker's 
Notebook is now in its seventh 
year on KFI. The time: Monday 
thru Friday, 4:30 to 5:00 p.m. 


— 


SELLS THE “TOP 700.000” 


Details about these features available at 
KFI Soles or at Edward Petry Company. 


CLEAR CHANNEL 


nie MPT = 
“Serte ©. Gang. ne. 


NBC ter tos ances = 
Represented Notonally by Edward Petry and Company, Inc 
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of the gives us a record of what the| ditions are an influence on reader-|N. C.; Eudora’s Children’s Shop, | 
ne as- Trends Shown Bes |reader recalls having done—what| ship, recalling that automobile and | em Colo.; Young Timers Shop, 
wners, . | he has seen and read, rather than | major appliances now get phenom-|Lorain, O.; Taylor Furnishing 
estau- by Readership /his opinion about what he thinks! enal readership, which cannot be age wo a - — — td GJ 
Com. : |he might see or read.” compared to prewar readership | oads, Richmond, Va.; Belk-| Yam 
“bad” Reports: Wiseman | Comparative reading was called! because market conditions are not sc a tar ove vad Po C.,| 
: Pee : : ‘ eine . ; é 3 1m rsc ores, 
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ory properly interpreted, are the most | naigns; (2) evidence of campaign | has set for itself a goal of 180) Chambers & Wiswell, Boston, 
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sized, are reliable “because it He pointed out that market con- 


N. C.; Ellis Stone & Co., Durham, | equipment. 


that rode home 
Oonatraim . e-« 
with a huge order?! 


T. letter at the left from Keashbey & Mattison says 
it all. We just want to emphasize this point: that when 
you put your message in NEWSWEEK, you get close at- 
tention not only from the recognized sales sources, but 
from the influential “men who get things done,” whose 
titles or duties may not readily indicate their impor- 
tance in the sales picture. 


And NEWSWEEK gives you more of both in business and 
industry for every advertising dollar you invest. 


FOR ACTION IN ADVERTISING...IT’S NEWSWEEK! 


| 


| 


THE 


WEEKLY 


Ciuclation to 


0.804.881 


P.S. These are the official ABC figures 
for the 20 distributing units, 6 months 
ended March 31, 1946. 


... and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 3838 com- 
munities of 1000 population 
or more.These places include 
the713 key cities where 50% 
of all retail business is done. 


@ More than 14,500,000 fami- 
lies live in these communi- 
ties—over 7,000,000 (nearly 
50%) read The American 
Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising ... 
the enthusiastic support of local 
merchants. 


and for winning 


AMERICAN 


ye 


THE AMERICAN 
\VEEKLY 


“The Nation’s Reading Habit” 
MAIN OFFICE: 
959 Eighth Avenue, New York 19, N. Y. ~~ 
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Merchan ising at work. 


Working hand in hand with 
America's finest merchants, 
Esquire helps create big 

gift sales volume for December- 
January issue advertisers. 


The country’s best men's and 
department stores install 3- 
dimensional exclusive Esquire 


merchandise displays. 


Trade paper campaigns 

tell retailers brand names 
advertised to Esquire audience 
in December and January 


issues. Urge product tiein. 


Some of the 424 outstanding retailers tieing in 
with Esquire’s Yuletide program: 


Akron, Ohio—The A. Polsky Co. 

Albany, N. Y.—Steefels 

Allentown, Pa.—Koch Brothers 

Altoona, Pa.—The William F. Gable Co. 
Ann Arbor, Mich.—Wagner & Co. 
Atlanta, Ga.—Rich's, Inc. 

Aurora, Ill._—Alshuler's 

Baltimore, Md.—Hochschild Kohn & Co. 
Berkeley, Calif.—J. F. Hink & Sons 

Beverly Hills, Calif.—Kerr's 

Binghamton, N. Y.—Sisson Bros. Welden Co. 
Birmingham, Alo.—lLoveman, Joseph & Loeb 
Boston, Mass.—Jordan Marsh Co. 
Bridgeport, Conn.—The D. M. Read Co. 
Brockton, Mass.—Edgor's 

Buffalo, N. Y.—The Kleinhans Co. 

Canton, Ohio—Stark Dry Goods Co. 

Cedor Rapids, la.—Newman Mercantile Co. 
Champaign, IIl._—Jos. Kuhn & Co. 
Charleston, W. Va.—Diamond Dept. Store 
Charlotte, N. C.—Efird’s 

Chattanooga, Tenn.—Miller Bros. Co. 
Chicago, IIl_—Carson Pirie Scott & Co. 


Cincinnati, Ohio—H. & S. Pogue Co. 
Cleveland, Ohio—The Higbee Co. 
Colorado Springs, Colo.—Waymire 
Clothing Co. 
Columbus, Ohio—The Union 
Dallas, Texas—Titche Goettinger Co. 
Davenport, la.—M., L. Parker Co. 
Dayton, Ohio—The Metropolitan Co. 
Denver, Colo.—The Denver Dry Goods Co. 
Des Moines, lowa—The New Utica 
Detroit, Mich.—The Ernst Kern Co. 
Dubuque, lowa—Stampfer's 
Elgin, IIl_—Ackemann Bros. 
Elizabeth, N. J.—R. J. Goerke Co. 
Erie, Pa.—P. A. Meyer & Sons 
Fall River, Mass.—R. A. McWhirr Co. 
Flint, Mich.—Crawford & Zimmerman 
Ft. Worth, Texas—Monnig Dry Goods Co. 
Grand Rapids, Mich.—Wurzburg Dry 
Goods Co. 
Hartford, Conn.—Horsfall's 
Harrisburg, Pa.—Doutrichs 
Huntington, West Va.—Dunhill’s 


Esquire-prepared newspaper ac: 
used by retailers 
to feature Esquire-advertised 


products in local papers. 


Esquire MERCHANDISER received b 
20,639 retailers in five categoriec:. 
Tells how to best display, advertise, 


sell Esquire-adveriised products 


during Yuletide season. 


Indianapolis, Ind.—Wm. H. Block Co. 
Jackson, Miss.—R. E. Kennington Co. 
Jacksonville, Fla.—Furchgott's 

Kansas City, Mo.—Rothschild's 
Knoxville, Tenn.—Miller, Inc. 

LaCrosse, Wisc.——-Newburg's 

Lancaster, Pa.—Watt & Shand 

Lansing, Mich.—J. W. Knapp Co. 
Lawrence, Mass.—Macartney's 
Lexington, Ky.—Graves, Cox & Co., Inc. 
Lincoln, Neb.—Magee's 

Long Beach, Cal.—Buffums 

Los Angeles, Cal.—Broadway Dept. Store 
Louisville, Ky.—Martin's 

Lowell, Mass.—Macartney's 

Madison, Wisc.—Spoo & Son 
Manchester, N. H.—Chas. M. Floyd Co. 
Memphis, Tenn.—Lowenstein's 

Miami, Fla.—Burdine's, Inc. 
Milwaukee, Wisc.—Boston Store 
Minneapolis, Minn.—Juster Bros. 

Mount Vernon, N. Y.—lLangdon 
Nashville, Tenn.—Castner-Knott Co. 
Nework, N. J.—Hahne & Co. 

New Bedford, Mass.—M. C. Swift & Son 
New Brunswick, N. J.—Snellenburg 


Clothes Shop 
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Esquire’s Integrated Christmas Promotion — Y 
Climaxes Year ‘Round AdvertiserRetailer Pro ram 


Specially designed labels, display 
cards, folders, prepared for adver- 
tisers to merchandise their messages 


in December and January issues. 


December issue of Esquire lists major 
men's and department stores, coast 


to coast, where Esquire readers can 


buy Esquire-advertised products. 


New Haven, Conn.—J. Johnson & Sons 
New Orleans, la.—Maison Blanche Co. 
New York, N. Y.—Franklin Simon & Co. 
Norfolk, Va.—The Hub 

Oakland, Calif.—Schwartz & Grodin 
Oklahoma City, Okla.—Rothschild's 
Omaha, Neb.—Nebraska Clothing Co. 
Pasadena, Calif.—Broadway-Pasadena 
Paterson, N. J.—Meyer Brothers 

Peoria, IIl._—Block & Kuhl Co. 

Phoenix, Ariz.—Porters 

Philadelphia, Pa.—Gimbel Brothers 
Pittsburgh, Pa.—Kaufmann's Dept. Store 
Portland, Maine—A. H. Benoit & Co. 
Portland, Ore.—Lipman Wolfe & Co. 
Providence, R. |1.—The Outlet 

Reading, Pa.—Walter Jones 

Richmond, Va.—Meyer Greentree 
Rochester, N. Y.—Sibley, Lindsay & Curr Co. 


Rockford, Ill.—Stuckey's, Inc. 
Sacramento, Cal.—Weinstock, Lubin & Co., 
Inc. 


Salt Lake City, Utah—ZCMI 

San Antonio, Texas—Joske Bros. Co. 
San Diego, Cal.—Nelson-Moore Co. 
San Francisco, Cal.—The Emporium 
Santa Monica, Calif.—Marbro's 
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Jewelry, drug, tobacco, liquor, smaller men's and 
department stores use special Esquire display and 
advertising aids. To coordinate store promotion schedules, 
display, merchandising, and advertising managers receive 


lists of advertisers in twin holiday issues. 


All this is Esquire's pre-Christmas gift-selling program. 


And all this is but one segment of Esquire's twelve month 


merchandising schedule . . . an integrated plan further 


selling America's quality buying millions Esquire-advertised 


brand name products at the point of sale. 
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Savannah, Ga.—Morris Levy's 
Schenectady, N. Y.—H. S. Barney Co. 
Scranton, Pa.—Cleland Simpson Co. 
Seattle, Wash.—The Bon Marche 
Shreveport, la. —M. Levy Co., Inc. 
South Bend, Ind.—Robertsons 
Spokane, Wash.—Thomas & Gassman 
Springfield, II|—John Bressmer Co. 
Springfield, Mass.—Albert Steiger Co. 
St. Louis, Mo.—Stix, Boer & Fuller 4 


St. Paul, Minn.—The Golden Rule y 

Syracuse, N. Y.—Dey Brothers & Co. ,- 

Tacoma, Wash.—Rhodes Bros. f 4 e 
Tampa, Fla.—Maas Brothers E is a mejor 
Toledo, Ohio—B. R. Baker Co. ' a 


Topeka, Kans.—Ray Beers Clothing Co. 
Trenton, N. J.—Nevius-Voorhees 

Tucson, Ariz.—N. Porter Co. 

Tulsa, Okla.—Vandever Dry Goods 

Utica, N. Y.—Wicks Greenman 
Washington, D. C.—The Hecht Co. 

Wichita, Kans.—Geo. Innes Co. 
Wilkes-Barre, Pa.—The Hub 

Wilmington, Del.—Jas. T. Mullin & Sons, Inc. 
Winston Salem, N. C.—Normoan Stockton, Inc. a 
Worcester, Mass.—Denholm McKay Co. P aS 
Youngstown, Ohio—G. M. McKelvey Co. ee — 


retailing 
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| Appoints Stafford sites, he ha Tl ‘las 4 theene- | Precision Fitted 


eee sda a i James M. Stafford Jr., acting| static control called “Color Guard,” | 


advertising manager of the Geor- | represented in the new ads by a| Lingerie Debuts 


‘the record each month 


of the finest perfume | grams of eight companies in the | Alfred G. Freeman, formerly 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY 


gia Power Company, has been ap-| trade character in action. Newell | 


|pointed director of advertising and | Emmett Company, New York, is 
\publicity of the United Light & the agency. 
Railways Service Company with} eee 


|headquarters in Kansas City. He . 
|will direct the advertising pio. | Appoints Freeman 


lelectric, gas and transportation | 2dvertising director of Maico 
business in Missouri, Kansas, Iowa |CO™pany, Minneapolis, has been 
and Illinois. appointed associate account exec- 
utive of Melamed-Hobbs, Inc., St. 
Paul. 


| Proctor Plugs Toaster enn 
Proctor Electric Company, Phil- Anderson Names Brown 

| adelphia, introduced its newest| Thomas M. Brown, previously 

|toaster in a full page in color in|advertising manager of Luber- 

a recent issue of The Saturday |finer, Inc., has been named ac- 

Evening Post, which will be sup-|count executive of Anderson Ad- 

r. |plemented by ads in American|vertising Agency, Los Angeles. 
|Home, Better Homes & Gardens,|He will also set up media and 
:Good Housekeeping, Ladies’ Home | market research data. 


DAILY NEWS RECORD - WOMEN'S WEAR DAILY - RETAILING HOME FURNISHINGS - MENS WEAR - FOOTWEAR NEWS - FAIRCHILD INTERNATIONAL + FAIRCHILD TRADE DIRECTORIES 


~ A Seven-fold Selling Job 


‘ & CONVERTERS 
Oy and FINISHERS 


Min’ » stake * 
n Mae Powis 
re 


The Editor yA V4 5 valey eT 
ee MIXED Fnac n xter Cael Tcton Oe 
COTO AOE ae awe FLEXIBLE PRICING oo on sn gape oot 
; puts ie a eacedutt Z ‘ sail " nes re? 
| we. = ve cae garonts ONE r My = 
: queo Bere rag LE gee iRTAIL! + : 4 
Prices (Sees Sees ewe Pp, Magy 
- aus corre “sé ote ent pee ; (a) ,/ 4 \ 


What constitutes brand acceptance in the tex- To reach all seven simultaneously, you must 
tiles, domestics, men’s and boys’ wear fields? use DAILY NEWS RECORD... the only news- 
A textile product has brand recognition only paper with producer -to-retailer coverage. Its 
when the seven merchandising divisions of the indispensable daily news of the industry gath- 
industry know it, accept it. For all seven have ered from world-wide sources is read by execu- 
a hand in moving it from producer-to-retailer- tives who set policy, make decisions. The same 
to-consumer in the interlocking, interdependent executives who must pass upon the product, 
merchandising chain. brand, or trade-name you're advertising! 


ailu, News Record 


FAIRCHILD PUBLICATIONS @ 


FAIRCHILD BUILOING—NEW YORK 3, N. Y. 


in National Ads 


| 

| Sr. Lovis—Precision fitting, o: : 
|associated primarily with na- 
|chinery, has been expanded tc 4 
|point where it is being used jp 
‘the manufacture of women’s 


| gerie. 
| Sel-Mor Garment Company §l0 d 
|here, is introducing through .q- 
'vertising in 10 national women’s the 
|magazines its new “preCision 
| fitted’ women’s slips. With full- 
| page, two-color copy, Sel-Mor de- 
‘scribes how its slips are divided! “Ho 
‘into three brackets, presumably 
| for short, medium and tall women, the 
|In each bracket there are six 
|figure types, three for younger 
| women and three for more mature 
|figures. Sel-Mor believes that 
| with the new system more wome 
will get better fitting slips. It wa; 
|adopted after tape measurement: 
| were taken by 100 stores, which 
|checked 150,000 women. 
| Copy for the “Miss Elaine’’ fit- 
iting plan is appearing in Charm, 
'Deb, Glamour, Harper’s Bazaar, 
|Junior Bazaar, Modern Screen, 
Picture Play, Seventeen and To- 
day’s Woman. If larger lingeri 
stocks become available, additiona! 
copy will be run during the spring 
and fall months of 1947. 
Marjorie Wilten, Advertising 
St. Louis, handles the account 


RKO Signs with Yankee 


| RKO Radio Pictures, New York 
has signed with the Yankee Net- 
work for a radio promotion of the 
100-city New England premier 
of “San Quentin,’ new RKO film 
| released in New England Dec. i 
The promotion includes 15-minute 
transcribed shows, each of which 
presents a complete drama _ based 
on a prison story. 


WASHINGTON, 
NORTH CAROLINA 


Soon 5000 Watts 
930 KC . 1000 Watts p 


Local advertisers know when (ie 
get results from their advertis 
dollar. In the rich agricultural be!r 0 
Eastern North Carolina, WRRF is 
favorite of local advertisers, beca 
they know it sells their market . 
market with an annual income fro! 
tobacco alone of over $175,000,0 


One merchant used WRRF ex ] 
sively to advertise his services. H~ '‘ 1e § 
now happily building a new, «9 
larged plant to take care of °'5 

t od. 


3 ". 
"Se kharnrn- 


increased business. A food pro 
concentrated its advertising bu: 
for the area on WRRF and incres:<¢ im 
its sales volume 400 per cent thro: 
out this territory of 600,000 poren’ ! 
buyers. hin: 
By concentrating your sales ef." 
on WRRF, you too can cash in 
this “‘as good as gold"’ market . ! 
you want to sell Eastern Net) 


Garg wre Ro m 

ee, ABC NETWORK 
ZG) 
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oy shoots boy, in hotel!”’.. .“Children, 
locked in room, perish in fire—while 
mother plays bar-fly!. . .““Oh, mom, 
I’m so glad you came! I didn’t mean 
to do it. I'll be an old man, when I get out. Why didn’t 
of they give me the chair —and have it over?” 


“Ho hum—what’s the world coming to?’’ And you turn to 
ithe financial section to see what the market did today. 
: * * * 
Did it ever occur to you that maybe we’d better think 
wala little more about Clark street, and less about China? 
hei Listen! If we don’t take better care of our children, we can 
win all the wars in the world—and still g0 down to defeat! 
Compared with this problem of juvenile delinquency the 
atom bomb is just a harmless fire-cracker. 
* * * 

Can’t we get it through our thick heads that the kids of 
today are either going to make or break the America of 
tomorrow? That Truman, Attlee and Stalin are just pass- 
.Jing personalities—just what’s-their-names that people 
f0n quiz programs, twenty years from now, won’t even 
‘infremember? We’d better wake up to the fact that 


” fit- 
harn 
izaar, 
Tee 
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igerie 
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rinute 
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are what we oldsters make ’em. And, when they go 


wrong, we gray-heads should be made to serve out their 
time for them—because we, not they, have sinned. 
* * * | 
Starve a man long enough, and there 
isn’t a crime in the calendar that he 
won’t commit. Yet we expect a starved 
kid to go on being a good little boy, 
when all he has to do, to get in the 
bucks, is to just twist a hairpin around an ignition 
switch, and drive a hot car three blocks. 
* * # 


No—the police can’t do much about it. The judge can’t 
do much about it— juvenile delinquency begins at HOME 
~—it’s mother’s and father’s business. 
9i 6 The answer to this whole problem is HOMES! Homes 
sx flit up with sunshine, and laughter, and love! Homes that 
re more fun than the drugstore corner! Homes that start 
“Ithe day with buckwheat cakes, sausage—and prayer, in 
he good old American tradition! Homes that know about 
od, and aren’t too mealy-mouthed to explain and glorify 
im to wide-eyed, soul-hungry children who want some- 
hing big, and fine, and strong to hang on to! 

And, where such homes are lacking, somebody’s got 
¢ make up the deficiency—if this world is to go on. 
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nothing —just nothing counts but KIDS! And kids | 


Ww wT Pig 3 
SAN eels 
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That is the intent of THE OFF-THE-STREET CLUB. 

When you get right down toit, THE OFF-THE-STREET 
CLUB means infinitely more to Chicago than its incom- 
parable lake front, or bringing the capital of the world to 
Cook County. If all the hell-bent kids, that this great club 
has salvaged and built into wonderful men, could be lined 
up—it would make the most inspiring parade that ever 
marched down Michigan Avenue! 

Yes—making men for tomorrow out of kids that need 


help today is the volunteer job of Chicago’s OFF-THE- . 


STREET CLUB. And that Club deserves all the support 
we can ive it. 

That’s the way THE CHICAGO FEDERATED AD- 
VERTISING CLUB feels about it. So, once a year about 
this time, we throw an all-out Christmas party for the kids 


of THE OFF-THE-STREET CLUB. 

This year we are going to stage the biggest, finest party 
of its kind we have ever held. And—we want you to be 
there. The kids themselves will expect it. Don’t disap- 
point them. 


PLACE: Grand Ball Room, Stevens Hotel, 720 South 
Michigan Avenue. 
STARTING TIME: 12:00 Sharp. 


You won't begrudge the price —$6.00 a plate — because 
nearly half of it will be spent for the betterment of these 
kids... Mail your order and check TODAY —to 


heres: 
re 


THE CHICAGO FEDERATED ADVERTISING CLUB i 
139 NORTH CLARK STREET, CHICAGO 2 _— 


l'his space donated by Collins, Miller & Hutchings, photo-engravers, 207 North Michigan Avenue, Chicago 
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24 
U. S. Chamber to Meet 


The domestic distribution de- 
partment of the Chamber of Com- 
merce of the United States will 
hold its next national marketing 
conference at the Hotel Stevens, 
Chicago, March 10-11, 1947. 


Appoints Smith 


R. G. Smith, vice-president and 
director and in charge of the New 
York office of Industrial Publica- 
tions, Inc., has taken over the ad- 
vertising sales in the eastern ter- 
ritory for Practical Builder. 


GIBBONS 


ADVERTISING 


TORONTO MONTREAL, WINNIPEG, 


KNOWS CANADA 
J. J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 
REGINA, 


MERCHANDISING 


CALGARY, EDMONTON VANCOUVER 


Keller Launches Radio 
Sales Promotion Office 


A radio sales promotion service 
for medium-size stations has been 
launched in New York by Bob 
Keller, until recently manager of 
the Burn-Smith Company, station 
representative. 

Mr. Keller announced his service 
consists “of the creation of promo- 
tional literature, personal contact 
with agency buyers, publicity and 
weekly reports on spot and net- 
work developments,” for which he 


| charges a flat fee without regard to 
| size of market or billing. The serv- 
|ice, he said, already is functioning 


for stations in the South, Middle 
West and New England. 


Names McCann-Erickson 
Puerto Rico Industrial Develop- 
ment Company, San Juan, has ap- 
pointed McCann-Erickson, in that 
city, to handle public relations. 
The agency believes this to be the 
first time an American advertising 
agency has received this type of 
business in Latin America. 


This Outside Type 
DOUBLE FACED Display 


for Inside Use... in e 


windows «& depts. 


Brilliant ... FLUORESCENT ... Compact! 


A Revelation in Electrical Displays 


«BRIGHTER than Neon! 
«BETTER than Neon! 


- COSTS A FRACTION of Neon! fff 


Here's the answer to your promotion problem .. . an effective 


display . . . double faced. . 
your product or department. 


. gives you double readership for 
Its low initial cost, low operating 


cost, makes it a most sensational value. 


Can be used wherever neon is used, with twice the 


effectiveness, at a fraction of the cost. 


display hit of the year. 


copy, color scheme, 


or obligation. 


It's truly the 


Tell us your requirements... 


style lettering, etc. 


Sketches and ideas submitted without charge 
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WRITE FOR FULL PARTICULARS 


OR 


ADVERTISING 


1216 JACKSON STREET 
CINCINNATI 10, OHIO 
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This flucrescent display is precision 
built, attractively trimmed. Comes f 
complete with hanging bracket and 4 
six feet of cord. Ready to plug in 
and use! : 


| O 


DISPLAY CO. 


RR OC OR 
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‘High-Brow’ Radio 
Programs Pull 
Big Vote in Poll 


CLEVELAND—The Cleveland Pl: iy 
Dealer’s readers may or May 0} 

have radio program tastes in con- 

/mon with Hooper-polled listeners 
throughout the country — but in 
| selecting the 15 “All-America P»o- 
grams” in the newspaper’s 1946- 
47 readers’ radio poll they singled 
out only four of the network shows 
which are currently riding Hoop- 
er’s top 15 brackets. 

Even more interesting is the fact 
|that, of the 15 shows given top 
billing by the Cleveland listeners, 
|slightly more than half are pro- 
grams generally regarded as high. 
brow, or at least “non-low-brow.” 
| Jack Benny’s show for Luckie; 
presently No. 1 in the Hooper pa- 
|rade (AA, Nov. 25), isn’t even in 

the running. 

Here’s the order in which Plain 
| Dealer readers rated the programs: 
“Fibber McGee & Molly,” the Fred 
Waring Show, Radio Theater, Met- 
ropolitan Opera, “Information 
Please,’ Bing Crosby, Theater 
Guild, New York Philharmonic, 
“One Man’s Family,” Fred Allen, 
Bob Hope, “Voice of Firestone,’ 
“America’s Town Meeting,” the 
NBC Symphony, and “The Tele- 
phone Hour.” 

Among these 15, only Fibber 
McGee & Molly, Radio Theater, 
Bob Hope and Fred Allen are in 

_Hooper’s top 15. 

The poll elected Bing Crosby 
“captain” of an “All-American 
| Radio Eleven” of network person- 
| alities. Lowell Thomas ran away 
| with straight news reporting hon- 
ors, getting over 50% of the votes. 
Bob Hope was two-to-one favorite 
among comedians. 

NBC has eight of the 15 shows 
lin the “All-America” roster; CBS 
_ has four and ABC three. 


Starts Neckwear Drive 


National Shirt Shops, Inc., New 
| York, a coast-to-coast men’s fur- 
nishings chain, has launched 
campaign in national magazines 
using full-color full-page ads fea- 
turing hand painted neckwear. 
This campaign is being supple- 
mented by direct mail promotion 
featuring shirts, sweaters, hosiery 
and jewelry. 


—WHITEHALL 


N IMPOSING group of succe 
advertising executives find thi 

a lucky number. It enables you te ¥5 
a service consisting of ad-setting ° 
graving, printing and creative al 
—all under one roof... Spec’! 
trained men are always on their ‘0® 
to serve you so well that you will ©o” 
back again. We can lighten your >“ 
dens—and at the same time pro.u° 
better and more profitable pri 
for you—at a saving of time, tr 
and money. Phone Whitehall < ° 


FAITHOR 


CORPORATI 


AD-SETTING +» ENGRAVING + PR 
400 N. RUSH ST., CHICAGO, WHitehall@ 
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one,” 
’ the 
Tele- 
‘ibber A N * & 
* objectives 
iTe in i ' V 
r sby e 2 a . . . . 
fed NAAN is a group of locally owned, non-competitive exchange of findings; even introduction over a 
rson- advertising agencies located in major marketing areas. wide front. 
away K 4 A R 
hon- It believes in the American System of private enter- 5. FOR THE PUBLIC: Cordial relati ie ale 
rotes ‘ : ; . : : Cordial relations with other 
ce prise and holds it essential to the self-preservation of ne see e1 ; ne 
: , : , usiness groups, institutions of learning, governmenta 
that system that the interests of public, advertiser, ; bo PS, ‘ ; 8,8 ; : 
shows . s . . authorities, etc., likewise concerned with making 
CBS and supplier of advertising service and/or material , é ngs 
be seen as mutual and inseparable business best serve the people; active participation of 
- : ; members in programs, jointly and/or individually, to 
> Hence its original and continued selection of member- that end, and increasingly making civic performance 
New i cere ne a P 
N ship; maintenance of organization; development and : ‘ ‘ 
; fur- P, 8 y eer one measure of qualification for NAAN membership. 
ed observance of standards of practice; and intimate 
aAZinNes a ‘ e . . 
axaw exchange of experience, ideas, studies, and inspira- These objectives bring the members of the National 
wear, : A : 
ipple- Yy tion, looking toward advancement of these contrib- Advertising Agency Network to a common ground of 
notion Yj : : : ‘ YY 
osierys 7 uting objectives understanding, enable them to work together har- 7/7 
—f 7 1. FOR THE MEMBER AGENCY: Dependable friend- moniously for the benefit of their clients. 
p 


‘ Y Advertisers 
ze Y Agencies 


ships; high professional recognition; efficient manage- 
ment; stable, profitable operation; confidence born 
of wide stand-by facilities for use as needed. 


In addition to the usual local services to the adver. 
tiser, NAAN agencies offer the facilities of twenty-five 
other agencies in the marketing areas listed below. 


2. FOR MEMBERS’ EMPLOYEES: Stable employment; They are available at any time for professionalad vice, 
fast, sound training; open road to advancement. market surveys, checking services, me@rehandising 


3. FOR MEMBERS’ CLIENTS: The combined advan- service and over one hundred other e@talogued mar- 
tages of local agency ownership and local relationships 
between agency and client principals, and of access to 
nation-wide facilities providing localized knowledge 
and special experience of similar principals elsewhere. 


keting and advertising functions/Vhe constant ex- 
change of proven sales and ad vegtiging ideas and plans 
adds to their ability to bettey gerve their clients. 


It will pay advertiseryg mm meed of a broader, more 


4. FOR THE WORTHY SUPPLIER OF SPACE, TIME, comprehensive advertising service, that should be 
PERSONAL, CRAFT, OR OTHER ADVERTISING OR handled by aJoeal agency with national facilities, to 
RELATED SERVICE: Unusually thorough analysis; call 


in the meaxest NAAN member. 


Yj 
ij 


NATIONAL ADVERTISING AGENCY NETWOR K 
/RAKLEIGH R. FRENCH, Manwging Director 


4235 Lindell Boulevard, St. Louis 8, Missouri 


NETWOR* 


AMBRO ADVERTISING AGENCY, Cedar Rapids, Iowa 


C. FRANKLIN Brown & Company, Chicago, III. 


Tulsa, Okla. 


CurT FREIBERGER & Company, Denver, Colo. 


ALBERT Evans, ADVERTISING, Fort Worth, Texas 


CARTER ADVERTISING AGENCY, INC., Kansas City, Mo. 
JOHN GILBERT CRAIG, ADVERTISING, Wilmington, Del. 


STANLEY J. EHLINGER ADVERTISING ASSOCIATES, INC., 


FLACK ADVERTISING AGENCY, INC., Syracuse, N. Y. 


OAKLEIGH R. FreNcH & AssociaTEs, St. Louis, Mo. THE Purse Company, Chattanooga, Tenn. 
GaRFIELD & GUILD, ADVERTISING, San Francisco, Calif. LEE RINGER, ADVERTISING, Los Angeles, Calif. 
JuLIAN Gross ADVERTISING AGENCY, Hartford, Conn. FreD D. STEVENS Company, Utica, N. Y 


—s , Guys ary I/ERTIGING ACENCY ari ; 
HorrMaNn & YorkK, INnc., Milwaukee, Wis. Howarkpb Swink ADVERTISING AGENCY, Marion, Ohio 


THE Ro.Land G. E. ULLMAN ORGANIZATION, 
Philadelphia, Pa. 


Louis E. Wapkg, Inc., Fort Wayne, Ind 


Henry J. KAUFMAN & AssocIiaTES, Washington, D. C. 
MERRILL KREMER, INC., Memphis, Tenn. 


J. G. Kuester & AssociATEs, York, Pa. WEBBER ADVERTISING AGENCY, Grand Rapids, Mich. 
Carr Liccetr ADVERTISING, INc., Cleveland, Ohio N. A. WINTER ADVERTISING AGENCY, Des Moines, Iowa 

: , i , 13 
Mace ADVERTISING AGENCY, INC., Peoria, IIl. Witte & Burpen, Detroit, Mich. 
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CBS Will = |Dec. 1, is to “serve the masses.”’ | tion.” what they want from the radio distribution among school students 
1 Quiz 'Minority groups represent a sec-| Pursuing a tack CBS has taken| schedule as they willingly take in| studying art in San Francisco. Te Ma 
A ‘ondary obligation. Broadcasters} several times lately, Mr. Pale y| getting what they want from maga- booklet discusses the fundament: |s 
dmen, Sponsors \“can be militant, not defensive” | said he “should like to see people| zines, newspapers, books—as well rim cal gree Femrigs a ih = Da: 
. ‘R = S « about this primary job, he de-|angry, when they are angry, at}as from concerts and lectures—I | oaphs a nemais ne Meron Bg ra 4 
in adio er1ies clared. Critics “ignore the com-| particular stations, particular pro-| believe we would be applauded | Jayout, good copy and simplified Yo! 
Yorx—Advertisi agency | Monsense fact that people will not| grams, particular offenders, and rather than criticized.” pictorial. 
sata Saaa tadine oe listen to programs they do not|not at all radio. When a citizen a a. Poin 
the big advertisers themselves will want, and sometimes do not under- cancels his subscription to a yel- Appoints Raessler Deeble Promoted tans 
be invited by the Columbia Broad-| Stand, any more than they will|}low journal he does not condemn : ids ir 
y ll journalism Some of our in-| Arno A. Raessler, advertising| Richard J. Deeble has been pro- f one a 
casting System to appear on Ly- buy a magazine or a newspaper | all journa ism. . . Some our i qd publi jati - moted from the lease department 
Se Mwennts Gander “T% for | Which is unintelligible or foreign] tellectual critics become abusive |22¢ pubhe relations executive, has| oe ia. Guta Advertising @ atior 
Reason” broadcasts airing radio’s| ‘© teir tastes. a r 2 “ a caine ret tor of Milliron’s Fifth Street de-|Company, Los Angeles, to the J *© 
problems (AA, Nov. 25), the net-| Asks ‘Intelligent Discrimination’ nd their current intellectual €n-/| partment store in Los Angeles, suc- | Sales department as account exec- siders 
work disclosed last week follow- Pris ; _ | thusiasm being debated at the mo-| ceeding Richard W. Everett, who | Utive. oil-fir 
ing CBS Board Chairman William Admitting that the industry is/ ment. They apparently see no rea-|has retired. ——--—— iry’s | 
S. Paley’s introduction of this un- being subjected to “a volume of son to inform themselves about aneninierens: Agency Plugs Itself In i 
precedented series. unfriendly comment which, to put|radio programs although they go Prepares Poster Booklet The Le Satis have. coope 
h , Ae be giv-|it mildly, is disturbing the great|to great lengths to inform them- , e w ae ising @  deale: 
The network is said to be giv nad 4 vedio tercadonstera.” . 1 naat ollent " th Poster Design, a 36-page book- |Company, New York, is promoting 
ing Mr. Bryson, its counselor on 7S tee eens, ore Soe Se Sr | bt by Walter Warde, director of|its services with one-minute spot of ne 
public affairs, a free hand in plan-|CBS chief appealed to listeners,| fields... art for Foster & Kleiser Company,| announcements Sunday mornings § ‘ured 
ning the programs, and it is ex-| Whom he called the final judges, to} “If minority groups would take|San Francisco, will come off the|on WJZ, New York. The spots are J} divisi 
pected he will name names — of exercise “intelligent discrimina-|a tenth as much trouble getting] presses soon and will have free|to run 13 weeks. The 


specific programs, advertisers, 
other networks—in carrying 
radio’s case to its consumer. The 
15-minute weekly series probably 
will run “several months.” 
Radio’s primary job, said Mr. 
Paley on the opening broadcast 


SELL SAN 


CLEAR CHANNEL © 1170 Kilocycles 


these are the OPERATIONS 


controlled by the the men who are reading 


TJ 


You cover the plants that do 
OVER 96% of all metalworking 
business with STEEL 
@ Take a glance at the operations shown at 
the right. These are the operations common 


to all of the plants in the metalworking field. 
That’s why you will find the men responsible 


3 


for the production of autos, machine tools, 
refrigerators, clocks, and a wide variety of 


other products read STEEL. 
informed on new ideas, new methods, new 
ways to improve production and reduce costs 


on these operations, and 


they know STEEL is first with the answer. 


High readership, and excellent editorial cov- 


They want to be 


from experience 


COVERS 632 PLANTS 
THAT DO DIE CASTING 


erage make STEEL first with the men you 
want to sell. STEEL gets your message to the 
plants that do over 96% of all the business 
in the huge metalworking market. For more 
data on STEEL’S market—its size—number 
of plants—operations performed—and_ im- 


PRODUCTION WELDING 


COVERS 7691 PLANTS 


THAT DO METAL 


CLEANING & FINISHING 


COVERS 701 3 PLANTS 


THAT DO 


9000 WATTS 


AFFILIATED WITH 


portance to you—invest an hour in looking 
over STEEL’S study of the mar- 
ket. It’s the most completely up- 
to-date data available anywhere 
on the Metalworking Market. 


STEEL 


Penton Building, Cleveland 13, Ohio 


COVERS 2638 PLANTS 
THAT DO PLATE OR 
STRUCTURAL FABRICAT! 


Gea] do fide he m, 


Re tere 


Me Pol, ew, Ml 
fe hla BY 


FREE & PETERS 


MORE THAN 100,000 EXECUTIVES 
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ts « |fired equipment was introduced| material were sent out. Two of 
k. Magazines and | recently via a series of dealer} the dailies printed special editions 
we “7: |meetings in New York, Boston,| with the story of the meetings 
5a, Dailies to Get ponies = ee 9 City|“dubbed in” on the front page. 
20d . campaigns to attract dealers IN-| More than 8,600 dealers attended 
ied York-Heat Series cluded four 800-line newspaper the four meetings, Mr. Lazo said 
Pa—York-Shipley, Inc., | #4vertisements, with two inser- tate. é " : 
Finegan ped Scanian Walecieldior tions preceding the meetings and ae es ™ ta Heat and 
- 1s leew distetbutine citles and two following up the individual . es wee : 
= ids a ¥ i * = eh showings. Each ad contained a At each of the dealer sessions, 
Ae me an wo-Co. or ads in leading coupon for consumers to use in re- Sam Shipley, president of the com- 
ing national magazines next year t0| questing the name of their dealer,|Pany, and others previewed the 
the sell consumers on what it con-|and a plug for prospective dealer| package selling plan for York- 
CCe 


siders the most complete line of 
oil-fired equipment in the indus- 
ry’s history. 

In addition, local advertising, in 
cooperation with distributors and 
dealers, will help spread the fame 
of new postwar units manufac- 
tured by the company’s York-Heat 
division. 

The 1947 line of York-Heat oil- 


inquiries was purposely placed 
next to this. 


Newspapers Help 


In each city, according to Victor 
Lazo, general manager of the 
York-Heat division, newspapers 
provided extensive cooperation. 
Giant telegrams, broadsides, per- 
sonal letters and other direct mail 


Heat, which includes installation, 
financing, insurance, etc., in the 
delivered price. The new line in- 
cludes boiler-burner units, winter 
air conditioners, conversion burn- 
ers and automatic oil-fired water 
heaters. 

Adrian Bauer Advertising 
Agency, Philadelphia, handles the 
account. 


| Koegel Promoted 


William A. Koegel, assistant | 
secretary and general credit man- | 
ager of MacGregor - Goldsmith, 
Inc., sales subsidiary of Mac-| 
Gregor Golf, Inc., Cincinnati, of 
which he is a director, has been 
appointed sales manager of Mac- | 
Gregor Golf. Theodore J. Gillig, | 
assistant credit manager of Mac- | 
Gregor-Goldsmith, has been named | 
to succeed Mr. Koegel. 


Teleways Names Agency 

Ross, Gardner & White, Los An- 
geles, has been appointed to direct | 
the advertising of Teleways Radio | 
Productions, producer of live and | 
transcribed radio programs. Three | 
transcribed shows, ‘Moon Dreams,” 
“Strange Wills” and “Sons of the | 
Pioneers” will be promoted for | 
the present, using trade publica- 
tions and direct mail. 
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COVERS 206 PLANTS 
THAT DO SMELTING 
OR REFINING 


COVERS 387 PLANTS 
THAT DO ROLLING 


COVERS 2417 PLANTS 
THAT DO SAND OR 
PERMANENT MOLD CASTING 


COVERS 1974 PLANTS 
THAT DO FORGING 


COVERS 9269 PLANTS 
THAT DO 
PRODUCTION MACHINING 


COVERS 4988 PLANTS 
THAT DO HEAT TREATING 


. OR ANNEALING 
COVERS 5614 PLANTS 


THAT DO STAMPING, 
FORMING OR DRAWING 


ee See 


AT MAKE PRODUCTS LIKE THESE, ARE READING sTEEREVERY WEEK! 


They're rolling out the 
barrel again in South 
Akron. Shiny, stainless 
steel kegs are literally 
flowing out of Firestone 
Steel Products Co. into 
the four corners of the 


country. 


It may seem a bit 
strange to you that a 
city, known the world 
over for its tires, also is 
a top producer of beer 
barrels, but believe it or 
not, it's a fact. 


It's not a new business 
but one started in 1932 
by Firestone which 
shifted to building oxy- 
gen cylinders during the 
war. 


Now that the war era is 
over, the metal barrel is 


back in production. An- 
other reason that dis- 
tinguishes Akron as a 
busy, Industrial Market. 


JOHN S. KNIGHT 


PUBLISHER 


Represented by: 


STORY, BROOKS & FINLEY 


PHILADELPHIA 
LOS ANGELES 


NEW YORK 
CLEVELAND 


CHICAGO 
ATLANTA 


pies 


ee 27 a 
ae 
Sy 
ia, 
2 
es PRRUREE/ : 
ita emem ee ia 
SS sae Wa. ; 
A OSh e)Aae 
ing HEEL LERS Be eps RRP EY 
ing a ae SS 
pot =" — 
pe came 4 0 Sa ' 
are = “ - ' i — “ 
. | 3 I j y : 
— | ———— ee FT 
| oie ew awl 
| = \\ Ws a 
——_- — —..  -A = 
DT h.. 
| an 
-——s's | . 
ey = soy =s | 
SS se =! : 
Nae yp aes oe Ditka! 
.* ry r we a a. 7 ‘i oe 
\ ES Me Ly Sema a 
Qasr . a “a 
jd : 
| — é,é, 
NTS <Al ; V V R K pa £8 ae 
\L ce LN, — | ’ 
‘\ | ue 
gE Lt _| | 
ss met ai “i - ee ae ; spine 7 fag | 
ge baste “i ies 
‘ ae — \ cae 
s : ” ‘oth, Bee t- \ - aan! 
2 ? i + 
es ae < _ CoN 
a \ Sa 4 a Mote 
s aot | ee | owe 
.. ; ee we ‘ ¥: a ES Ero ees i te a by i aia B ie, 
ne “ee aad = —aa— | ae - . Bec 
—_—_ Ca oo el 
a . — reach 
| Be: es “ 
O 2 ; 
PERATION AKRON 
me ‘ “ ; + a di 4 
> a | Ek, | | * BEACON © aia 
ofp. m6] eit i. 
ANTS if * BI | , 4 ik “a 
: i, oe =a JOURNAL 7 
: : ee = | 
PE 
0) iii ee ee 
i ee fs 
< 
grr 


| 28 Advertising Age, December 9, 194 
J Eversharp Sues Again | 4 | direct. | 
A suit keice wing United Rexall the entire national “budget, | 
——e . at _which includes the Friday evening | 
a heard een See a cetera! Boosts Budget lJ imm Durante - Garry Moore | 
court in Chicago against Hamilton y 


Jet Flow Corporation, maker of show on CBS, Life and The Satur- | 
the Jet Flow ball pen, by Ever- to $5,000,000 |day Evening Post, and trade and 
sharp, Inc.; Eberhard Faber Pen | Los ANGELES = United Rexall professional publications, is placed 
suits in the past year against | | crease its retail sieaitadind budget : 
Reynolds Pen Company, Ball Pen | about $750,000, to $2,000,000, ana} Names Zimmer-Keller 

Company, Holly Pen Company,|its national advertising budget Kelsey-Hayes Wheel Company, 
R. H. Macy & Co. and Fieldston | about $500,000, to between $3,000,-| Detroit, has appointed Zimmer- 


Pen Company. |000 and $4,000,000, AA was told. | Keller, Inc., Detroit, to handle its W. E. Berchtold 
- oer eereet a | The $2,000,000 retail budget,|advertising for Vacdraulic brake 
Rejoins Don Harway \it is said, refers to approximate |Power booster. Business and au- 


Roger A. Johnstone, formerly |Newspaper expenditures for Lig- naar” spree te — 
with Time, Inc., has rejoined Don | gett, Owl, Sontag, Renfro, Lane di ; th gins ait . cae y divi. 
Harway & Co., as San Francisco|and other company-owned drug es e companys otner V 


manager. Nelson Harway has been | stores. sions. 
transferred to the main Office in Batten. Barton. Durstine & Os- Ph ig ae 
Los Angeles. born, Los Angeles, is now reported Shoe Fair Dates Set 


a ; : The 12th national shoe fair will 
to be making a survey at the re | be held in New York at the Hotels | 
quest of United Rexall, with the New Yorker, McAlpin, Biltmore, 
| | possibility of taking over the en- and Commodore April 27 to May | 

| tire retail operation in 1947. At/1, 1947. 
| present, only about one-seventh of —$__—_— W. R. Sachse H. K. Reynolds W. J. Pringle 


|the company’s retail expenditure| WHYN Appoints Walker | 

|goes through BBDO, chiefly for Station WHYN, Holyoke, Mass., | NEW DIRECTORS—Foote, Cone & Belding has expanded its manage- 

\spot radio, and newspaper and | has appointed Walker Company as | ment with the election of six new directors to its board. Emerson Foote, 

;direct mail advertising is placed |jts national sales representative. | Fairfax M. Cone and Don Belding have been, previously, the agency's 
_ , 


STANDARD AND PHOTOGRAPHIC 
SILK SCREEN PROCESS 


WE DO THE COMPLETE JOB, ANY SIZE, ANY STYLE, ANY 
QUANTITY, ANY COLORS. WE ALLOW STANDARD 
AGENCY COMMISSIONS 


€ HALKER oiseuays LIMA onto 


only directors. The new directors are William E. Berchtold, vice-president 
and chairman of the plans board, New York; Col. Harry A. Berk, vice- 
president in charge of the international division; J. Hugh E. Davis, vice- 


éé A i president and manager of the Chicago office; William J. Pringle, 

e N vice-president and manager of the Los Angeles office; H. K. Reynolds, 

vice-president and manager of the San Francisco office, and William R. 
Sachse, secretary-treasurer. 


STAR WEEKLY | Belford Joins Monk |Armstrong, Schleifer & Ripin, 


Wynn Belford, formerly art di |New York, to handle its account, 
y 1- | Hospital and nursing magazines 
|rector of D. P. Brother & Co., De- | a; PI g gazine: 


| will be used. Direct mail will be 
89 1 troit, has joined Howard H. Monk | used to promote the newly ex- 
© | & Associates, Rockford, Bilas in the | panded mail order eget 


same capacity. 


To Armstrong, Schleifer Menaugh Joins Wilder 

IN SALES’ j Marvin -Neitzel Corporation,,; Tom Menaugh, formerly assist- 
Troy, N. Y., maker of clothing for | ant advertising manager of Graver 

nurses and other hospital person- | Tank & Mfg. Company, has joined 


nel, incorporating the patented|the copy staff of Almon Brooks 
“Flexsleev” feature, has named) Wilder, Chicago agency. 


».. manufacturer of 


Effective coverage of this 
important part of INDIA 


baby’s rompers 


In the December 15th, 1945 edition of the Star 
Weekly appeared a small, 20-line single column 
advertisement placed by The Trudy Gay Shop in 
Edmonton, Aiberta. The ad contained no illustra- 
tion or “catch line’, but simply offered for sale 
“Danny Boy” rompers, at $1.49 a pair. The ad cost 
$25.00. Immediate sales in response to the ad were 
$1089.19, with 731 individual orders. And orders 
kept coming in months after the ad appeared. 
convincing evidence of the profitable results obtained 
from Star Weekly pulling power, for small, as well as 
large advertisers. 


Reaching more than 900,000 homes weekly, the 
Star Weekly buying audience is Canada-wide. In the 
rich urban market, where 77.5% of Canada’s retail 
dollars are spent, 675,991 of the 1,100,337 English- 
speaking families buy, and buy from, the Star 
Weekly. 


Published in Delhi—India’s Capital City 
— The Hindustan Times ranks as the 
foremost English language Daily in Delhi 
Province, the Punjab, North-West Fron- 
tier Province, the United Provinces. 
Pajputana, Central India and the Central 


iil 


— , . Provinces. Its popularity among the mid: 

Because the Star Weekly blankets this rich buying | = af dle and upper classes is a fact which 

audience, successful advertisers, large and _ small, SS—— ’ should not be neglected by advertisers. 

offering all types of products and services, point to | a —— In wo — poi eee Sn ~~ 

= ‘ : Par he & Faby 3! . is equally popular among the vast mia 
thriving businesses built upon Star Weekly advertising. | ici jority who are strangers to English. 


mm ww nn noe can Tye Huindugtan Cimes 


Detroit ¢ Boston @ Atlanta @ San Francisco @ Salt Lake City (in Eng li is h) 

4 (in Hindi) 
= By reason not only of the wide coverage afforded by these two popu #! 
& F Dailies, but of the quality of the readership, The Hindustan Times i0 


English) and the Hindustan (in Hindi) are highly effective media ©! 

Grn, ~~, | : ° ss : ° ° ‘ ° |. 

e rr. | advertisers. They should find a prominent place in every Indian \ 
vertising schedule. 


Rates, specimens and full particulars from: 


EVERY WEEK THE HINDUSTAN TIMES, LTD. 2/3, Salisbury court, 


Fleet Street, London, E. C. 4. Cables: Hintimes London 
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Mavertising Age, Decemoer 9, 19 


Denny Made FCC 
Head as Porter 
Quits U. S. Post 


WASHINGTON—With Paul Porter 
reportedly willing to accept chair- 
manship of Broadcast Music, Inc., 
President Truman this week pro- 
moted Charles Denny to chairman 
of the FCC. 

Acting chairman since Mr. Por- 
ter went to OPA last summer, Mr. 


Denny has built a reputation for 
himself among broadcasters, and 
won considerable added respect at 
the recent convention of the Na- 
tional Association of Broadcasters 
at which he was a featured 
speaker. 

A career government official, the 
new FCC chairman was general 
counsel of the commission during 
the Cox committee investigation. 

Resignation of Mr. Porter from 
OPA signals his departure from 
government service. His public 


service record dates back to early 
New Deal days, when he was an 
“information specialist” in the De- 
partment of Agriculture. At one 
time he was Washington counsel 
for CBS. 


Move Expected 


Though there has been no offi- 
cial announcement, it has been an 
open secret here for several weeks 
that the man who replaced James 
Lawrence Fly at FCC, and Chester 
Bowles at OPA, would return to 


the broadcasting business as head 
of BMI. 

President Truman reported he 
is “searching” for another mem- 
ber of the FCC to fill the vacancy 
created by Mr. Denny’s promotion 
to chairman. Though Mr. Denny 
is not considered to be of any 
political complexion, the seat ordi- 
narily would go to a Democrat. 


Lee Joins Colman & Sons 


Lloyd L. Lee, formerly vice- 
president in charge of sales and 


engineering at Plan-O-Mill Cor- 
poration, has joined the machine 
tool division of Frederick Colman 
& Sons, Detroit. 
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Meet The O’Hallorans 


The G. W. O’Halloran Lum- 


Here’s what Jim O’Halloran has to say about 


“ess ber Company at Wood Lake, 
Nebraska, is one of the largest 
and most successful lumber, hardware and ranch 
and home equipment retail establishments in the 
Central West. Manufacturers and wholesalers 
supplying the trade will testify to the volume of 
merchandise handled by the O’Halloran store. 
And, the ranch people of the community are loud 
in the expressions of loyalty to this outstanding 
store. Jim O’Halloran and his son, George, feel 
a definite obligation to provide friendly counsel 
and service, as well as merchandise, to their 
patrons. They operate accordingly and their 
program has paid off for three generations, 
George being a grandson of the founder. 


advertising: “We’ve always been strong for ad- 
vertising—that is advertising that carries some 
weight right here in our trade territory. I prefer 
to handle merchandise advertised in the Nebraska 
Farmer. As long as I can remember, people have 
been coming into our store asking about things 
advertised in that publication. Just recently, I had 
an opportunity to look over the Nebraska Farmer 
subscription list for Wood Lake and it looks like 
a duplicate of our own customer list. I subscribe 
to the Nebraska Farmer myself and read every 
issue. Hardly a day goes by, when there isn’t a 
discussion in the store about something a cus- 


tomer or I, or both of us, have read in the 
Nebraska Farmer.” 


Hundreds of other retailers, like the O’Hallor- 
ans, rank the Nebraska Farmer first as an ad- 
vertising medium. They know that it is read and 
depended upon in 7 out of 8 Nebraska farm and 
ranch homes. 


xk * 


The Nebraska Farmer is read 
in 7 out of 8 Nebraska Farm Homes 
twice each month. 


These Products, Sold by O’Halloran Lumber Co., Are Advertised in the Nebraska Farmer 


A. C, Spark Plug Division 


Admiral Corporation 
Aermotor Company 


Fag . er \ Automatic Equipment Mfg, Co. 
: Boyt Harness Company 
aN. Briggs & Stratton 
yaoPrrt 


\ American Chain & Cable Company 


Crane Company 

Henry Disston & Sons, Inc. 
Firestone Tire & Rubber Company 
Flex-O-Glass Mfg. Company 
Harvey Mfg. Company 

H_. D. Hudson Mfg. Company 
Keystone Steel & Wire Company 


Geo, H. Lee Company 

Locke Warm Morning Stove Co. 
Malleable Iron Range Company 
Milcare Company 

Miller Chemical Company 

National Pressure Cooker Company 
Portland Cement Ass‘n. 


Red Jacket Mfg. Company 

Rilco Laminated Products Co. 
Skelly Oil Company 

D. B. Smith & Company 

Timken Roller Bearing Company 
U_ S. Rubber Company 

H, Wenzel Tent & Awning Co. 
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Macy & Gimbel 
Sued for Cutting 
Ball Pen Prices 


New YorK—Eberhard Faber 


Pencil Company and Eberhard 
Faber Corporation entered the 
“private” battle between R. H. 


Macy & Co. and Gimbel Brothers 
this week by filing suits against 
both of them for damages and 
permanent restraining orders 
against price cutting by them on 
the Eberhard Faber ball-point pen. 

The cause of the action was 
Macy’s newspaper advertisement 
on Nov. 22 (AA, Dec. 2) offering 
a $3 trade-in allowance on any 
“horse and buggy” ball-point pen 
on the purchase of any ball-point 
pen in its stock priced at $12.50 
or more. 

Gimbel’s raised the bid by ad- 
vertising an offer of $4 for “any 
fountain pen, purchased any time, 
any place, that’s halt, lame, leaky 
or otherwise unsatisfactory” as a 
trade-in allowance on any ball- 
point pen selling for $8 or more. 
Gimbel named brand names, Eber- 
hard Faber pointed out, among 
them Eberhard Faber. 

Faber contends that both stores 
have damaged its standing under 
contracts with dealers, and intends 
to “take whatever steps are neces- 
sary to protect its dealers against 
what could otherwise easily de- 
velop into a price war that would 
be ruinous to the retail trade.” 

Louis M. Brown, general sales 
manager of Eberhard Faber Pencil 
Company, told dealers that “we 
will do our utmost to sustain the 
soundness of the price you as our 
dealer have agreed to maintain.” 

Presumably, however, Eberhard 
Faber will carry on only if the two 


You should be looking for 
future PROFIT MARKETS 


now! 


There are 25 PROFIT 
MARKETS in Indiana that 
you can and should begin 


cultivating now. 


They are the important 
Indiana markets outside 
of the metropolitan cities. 
How can they be culti- 
vated? By your advertis- 
ing in the columns of the 
newspapers 
the 


comprising 


INDIANA LEAGUE 
of 
HOME DAILIES 


For information phone or write 


SCHEERER & CO. 


Member of the American Association 
of Newspaper Representatives 


big stores “persist” in such prac- 
tices. 

At this writing, Macy and Gim- 
bel have not replied. 


Gay Fad Studio to Swink 


Gay Fad Studio, Lancaster, O., 
has appointed Howard Swink Ad- 
vertising Agency, Marion, O., to} 
handle its 1947 campaign in trade} 
publications and direct mail for 
the company’s hand _ decorated | 
glassware, tumblers, bar acces- | 
sories, tableware and novelties. 


Carbonneau Names R&R 


Carbonneau Packing Corpora- 
tion, Yakima, Wash., packer of 
New West clear type apple juice, 
has appointed Ruthrauff & Ryan, 
Seattle, to handle its advertising, 
effective Jan. 1. 


Rejoins Criterion 


Edward C. Tatnall, lately asso- 
ciated with National Transitads, 
has rejoined Criterion Service, 
Inc., New York, as a national sales 
executive. 


Moroney Promotes 
‘Big Inch’ Offer 
as Rival Wins 


| DaLLtas—John R. Moroney, Dal- 
\las attorney and oil executive, 
ran full-page advertisements in 
four Washington, D. C., four New 
York City, and one Dallas paper 
this week, on his offer to lease the 
Big Inch and Little Inch pipeline 


- 


. 
0 ¢ ge, D » ive 


| system—simultaneously with an- 
|nouncement in Washington by Sec- 
retary of the Interior Krug that 
the pipe lines will be leased for 
four months to the Tennessee Gas 
& Transmission Company. 

Mr. Moroney’s ad, placed direct, 
reproduced his statement of Noy. 
21 before the House surplus prop- 
erty committee. Petroleum South- 
west Corporation, of which he is 
president, would have taken over 
the lines on a “percentage lease” 


basis at 15% of gross income to 
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the government as rental. 

The Tennessee company, Mr. 
Krug said, would start immedi- 
ately to supply natural gas from 
the Southwest to northern and 
eastern states at a daily rate of 
50 million cubic feet. Within 45 
days this rate would reach 150 
million cubic feet. 


Appoints Richardson 
James A. Richardson Advertis- 

ing, San Francisco, has been 

named to handle the advertising 


of Hercules Equipment & Rubber 
Company, San Francisco, manu- 
facturer and distributor of gas- 
kets, hose and mechanical rubber 
goods. The appointment also in- 
cludes Standard Rubber Company, 
molded rubber products division 
of the Hercules company. 


Co-op Elects Vance 


George E. Vance, public rela- 
tions director of Texsun Citrus 
Exchange, Weslaco, Tex., has been 
elected president of the Texas 
Federation of Cooperatives. 


\# 


Herald Traveler’ 
Shows ‘Full Speed’ 
Insertion Device 


Boston—A new phase of color 
| printing in newspapers—a device 
ifor placing inserts in newspapers 
while being printed at full speed, 
was revealed here last week by the 
Herald Traveler. 

Robert B. Choate, publisher, said 


the inserter had worked success- | 
fully on press runs up to 50,000 an 
hour. The newspaper has no in- 
tention of keeping the device, he 
said, and will lease it to other 
newspapers when it is perfected. 

At present, the machine delivers 
the flat, single or folded sheet of 
color reproduction to the web with 
no loss of press speed; it can be 
on any part of the newspaper page 
and is attached to the page so 
that it does not fall out when the 
paper is unfolded. 


“In ANY circle of acquaintances you'll find at least one man whose mind is unusually alert, 
inquisitive and analytical about products and their relative merits. His friends, with lazier 
minds, find it profitable either to follow his example or ask his opinion before making pur- 
chases. They know that when he says something is good, it is good. That man is important 


to you. Reach his mind with your advertising ... sell him your product... and you 
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influence all his neighbors.” 


And in any neighborhood, Mr. Froehlich, that fellow who digs up the 
facts about products ... the man other men consult before they buy... 
probably is a Popular Mechanics reader. Seeking useful new facts and 
ideas is a habit with him. He has the “P. M. MIND" —curious, inquisitive, 
wide open to advertisers’ messages. Continuing studies show you can 
reach 342 MILLION such minds every month through Popular Mechanics 


—da responsive, influential market for any man-bought product. 


—ELMER W. FROEHLICH 
MacMANUS, JOHN & ADAMS 


Preliminary experiments were 
made by the newspaper’s staff, and 
later by the research staff of the 
United Shoe Machinery Corpora- 
tion. The shoe machinery company 
was unable to produce the ma- 
chines, so the final development 
was taken over by Dexter Folder 
Company, Pearl River, N. Y. 

The machine has been used ex- 
perimentally with Boston adver- 
tisers, but at present is attached 
to only one press, and has not 
been offered to advertisers. 


Resigns Bobrick Account 


The Los Angeles office of Honig- 
Cooper Company has resigned the 
account of Bobrick. Mfg. Corpora- 
tion, Los Angeles, maker of soap 
and lotion dispensers. 


Goodliffe Promoted 


Walter T. Goodliffe has been 
named draught beer sales man- 
ager of the F. & M. Schaefer Brew- 
ing Company, Brooklyn, succeed- 
ing Lewis F. Betts, resigned, Mr. 
Goodliffe has been with the com- 
pany for 13 years. 


$24,000,000 
UP IN SMOKE! 
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Thanks, smokers! 


You helped pay our “Golden Belt” 
farmers that much cash for their 
1945 tobacco crop. This season's 
sales breaking all former price rece 
ords. Some market, eh? This 33 
county region also claims 50% of 
N.C. Farm Inc. 30% of N.C. Retail 
Sales. 28% of N. C. Food Sales, 


Here’s some newspaper, too... 


Raleigh, North Carolina 


is the ONLY Morning and Sunday 
Daily published in the “Golden 
Belt.” Circulation keeps climbing— 
now well over 90,000 ABC. 


Represented by THE BRANHAM COMPANY 
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DAY MAKES NO 
BONES ABOUT IT! 


Yup, Station B gets 9.5% 
of the listeners in 
WDAY’s coverage area, 
and Station C gets 7.2% 
(according to the latest 
Conlan Survey). But 
don’t think we’re satis- 
fied. We make no bones 
of the fact that we want 
all the listeners in the 
Red River Valley, and 
we're trying to run the 
kind of operation that 
will get them! Enough 


said? 
STATION B GETS 


4 = 
95% OF THE 
2 AUDIENCE 


WDAY GETS 61.4% 
OF THE AUDIENCE IN 
ITS COVERAGE AREA 


.o 
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“FREE 6 PETERS, Ixc. 
National Representatives 
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Enterprise Film's 
$2,000,000 Account 
Given to McCann 


New YorKk—Enterprise Produc- 
tions, Inc., has ended what it de- 
scribes as “the most extensive 
search for an agency in the history 
of the motion picture industry,” 
with appointment of McCann- 
Erickson, Inc. Enterprise esti- 
mates that it will spend $2,000,000 
in advertising on its first six re- 
leases, next year. 

The film company is headed by 
David Loew, chairman of the 
board, and Charles Einfeld, presi- 
dent. Mr. Loew is a former vice- 
president of Loew’s, Inc., parent 
company of Metro - Goldwyn - 
Mayer, and Mr. Einfeld long was 
vice-president of Warner Brothers. 
Within six months Enterprise is 
said to have become the “leading 
independent major.” 

First release will be “Ramrod,” 


| Lake. 


Next will be Eric Maria 
Remarque’s “The Arch of Tri- 
umph,” with Ingrid Bergman, 
Charles Boyer and Charles Laugh- 
ton, directed by Lewis Milestone 
and produced by David Lewis. 
This $3,500,000 production will re- 
ceive special advertising emphasis. 

In its quest, Enterprise stipu- 
lated that it would appoint only 
an agency handling no other mo- 
tion picture accounts. 

Marion Harper Jr., vice-presi- 
dent of McCann - Erickson, has 
flown to Los Angeles to head the 
agency’s task force on the account. 
Burt Cochran, vice-president of its 
Southern California operations, 
will coordinate advertising activi- 
ties. 


Faris Appoints Ridgway 
Ridgway Company, St. Louis, 
has been appointed to handle the 
advertising of W. W. Faris Mfg. 
Company, St. Louis. National 


|sports magazines, trade publica- 
> |tions and direct mail will be used 
a Harry Sherman production star-|to promote a new type of minnow 
ring Joel McCrea and Veronica | bucket. 


enh 
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Asks Bigger Ad Budget 


A resolution urging the state 
legislature to raise the state’s aq. 
vertising budget from $60,000 i 
$150,000 a year was adopted by 
the Wisconsin State Hotel Associa. 
tion at its 50th annual convention 
in Milwaukee. As the resort and 
hotel business turns again to aq 
buyer’s market, the _ resolution 
said, advertising help from the 
state will be needed. 


Lakeside Appoints Doyle 

William T. Doyle, formerly co. 
ordinator of sales and advertising 
for Lederle Laboratories division 
of the American Cyanamid Com. 
pany, has been appointed director 
of product development and mar. 
keting of Lakeside Laboratories, 
Milwaukee. 


‘Advocate’ Boosts Two 


James H. Wilson, assistant to 
the advertising manager of the 
Advocate, Stamford, Conn., has 
been appointed advertising man- 
ager. E. W. Davis, previously ad- 
vertising manager and assistant to 
the publisher, has been named 
business manager. 


So when we buy a car, we go 
beyond body lines—deep down into the ability 
of that car to give service. a 


its yearly Reader Survey. And Grit has more 
total circulation in true Small Towns than most 


Use Grit to sell New Cars to Small Town America. 


+" og 


NOW MORE THAN EVER SMALL TOW? 


In a Small Town we use a car continually. 
We don’t have transportation conveniences 
of the urban people. 


And we buy more cars than urban 


Paw r 


people because we need them. 

Yes, 67% of Grit families q 

are looking for new cars now. q 

Grit sells cars for its advertisers—and proves it in q 


any other national publication. 


GRIT PUBLISHING CO., WILLIAMSPORT 3,PA. 


NCA'S GREATEST Fan 
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Dr. GALLUP 


yle conducts a poll on himself. * 


George Gallup, expert pollster on gauging the public pulse, says 
bb this about WORLD REPORT— 


a “Fantastically Good” 


Here are his reasons: | 
‘There is more need for a magazine WORLD REPORT gets better and . 
| like WORLD REPORT than any- better with each issue. | 
| thing else I can think of in this “The Publishers can rest on their 
world today and I say this without laurels, for they have conceived and 
reservation. brought into being a magazine, the 
importance of which cannot be over- 
“You have the perfect formula, estimated.” 
* 


99,999 


other subscribers to WORLD REPORT 
concur with Dr. Gallup. 


In a letter dated October 15, The Riggs 
National Bank states that they have re- 


q ceived and deposited individual subscrip- 
tion remittances for WORLD REPORT 


; 
— 
y 
: 
4 


4 aggregating $460,045.00. 
q It is not too much to say that this record 
. among news magazines is 


j “Fantastically Good” 


LABOR LAW CHANGES? 


. 
BUYING TRENDS IN VU. $. 


UNITED STATES NEWS PUBLISHING CORPORATION 
THE UNITED STATES NEWS 
WORLD REPORT 
* 


Together these two magazines deliver a total of more than 350,000 net paid circulation— 


THE CREAM OF NEWS MAGAZINE READERS 


. 
NEW SPURT IN GOODS 


ERP HT? 
PANIEL W. ASHLEY, VICE PRESIDENT IN CHARGE OF ADVERTISING, 30 ROCKEFELLER PLAZA, NEW YORK 20 
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contrast to his arch competitor, 
C. E. Hooper—but he’s about to 
do something about it. 

He has a new type of Audimeter, 
at the moment very much under 
wraps, which will help the Niel- 
sen Radio Index to speed delivery 
of its rating data. “Patent con- 
siderations” forbid disclosure of 
its workings at present, the mar- 
keting researcher said last week 
in launching a series of “open 
house” meetings here similar to 
the ones he conducted at his Chi- 
cago “fact factory” last June (AA, 
June 17). 

New YorK—A. C. Nielsen of| Mr. Nielsen said he could reveal 

“Neat time I'll have that to ye Flier ne — more about the new listening- 

. istening on e onic Audimeters| measurement device “in a month 
WFDF Flint announcer attached to home receivers, iSjor so.” 
“still kidded” about his slowness} For the moment nothing more 
in getting out rating reports, in|could be learned regarding the 


New Audimeter 
fo Help Nielsen 
Speed Reports 


Machine to Put NRI 
on Better Competitive 
Basis with Hooper 


just whisper.” 
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new Audimeter other than that it 
provides a system faster than the 
present one but not so fast, and 
presumably not so expensive, as 
the “instantaneous Audimeter’”’ 
which Nielsen unveiled in Chicago 
last summer. 

Admitting the “weakness” of 
NRI’s present position in the slow 
delivery of research reports, Mr. 


Nielsen reported that his organiza- |. 


tion had “spent a ton of money” 
to develop speed in reporting data 
and expected soon to show results 
which would put NRI on a com- 
petitive basis with Hooper in this 
respect. 

Under present conditions, 
Hooper beats NRI by 25 days on 
evening reports and 17 days on 
daytime reports. 

Expansion of the sample in the 


“a erase 


AMERICAN BASIC NETWORK 


4 ’ “ 
Hi lmeucaat... | 
PEOPLE ALWAYS VOTE FOR THEIRCHOICE! * 


Hooper Station Listening Index . . 
COMPARED WITH 
April-May,°1945 © Aug.-Sept., 1946 


Des Moines City Zone 


aoa Te ae eramemcesty 


Weekday Morning April-Ma Aug.-Sept. ; 
Monday - Friday. 8a.m. 12 noon P1945 4 You ‘i 
KRNT 23.8 44.2 é 
Station A 42.1 24.9 ie 
, Station B 28.7 27.1 E 
Weekday Afternoon eC 
Monday - Friday, 12 noon -6 p.m. ‘ 
KRNT 22.5 34.1 : 
Station A 24.4 20.5 
Station B 48.9 39.9 boas 
Evening e 
Sunday thru Saturday, 6 p.m. - 10 p.m. i 
KRNT 31.4 30.6 i 
Station A 20.3 25.9 be: 
| Station B 47.5 41.8 i. 
' Total Rated Time Period b. 
' KRNT 28.3 35 : 
Station A 25.8 245 
Station B 43.3 37.8 


sexe rnengnanermante nares 


*KRNT JOINED THE ‘‘ AMERICAN’? network June 15, 1945 


. 
£ 


3 tape 


Adver 


present Audimeter system is stil] 
going ahead, Mr. Nielsen and his 
aides reported. Delivery of 609 
new units by next February will 
give NRI an estimated coverage 
of about 95% of the country’s 
radio homes. The present opera- 
tion employs 1,400 audimeters jn 
1,140 homes, some homes having 
meters on two sets. 


Has New Payment Plan 


Asked about the possibilities of 
reducing the costs of NRI serv- 
ice, Mr. Nielsen said his firm js 
‘working on a plan to bring down 
the costs by trying to get the in. 
dustry as a whole to support” the 
Audimeter system. He added, 
however, that NRI had not been 
“beating the bushes” for new cli- 
ents recently because it was felt 
that most of the industry is “sit- 
ting back and waiting until this 


thing (of radio research methods) E. / 
settles down.” DIREC 
To radio and advertising ex-§ die 
ecutives and business press rep-§ News; 
resentatives attending the NRI York. 
“open house” sessions, however, of th 
every indication pointed to an im-§ name: 
mediate heightening of the Hooperf (AA, 
vs. NRI battle for supremacy in are h 
the rating field. = 
Mr. Nielsen opened his presen- pees 
tations here—which are continu- diate 
ing into this week—at his New _ 
York headquarters, a_ stones@ , 
throw from Hooper’s bailiwick, Cot 
with an intensive 105-minute in- Effe 
doctrination course in NRI’s com-§@ name 
plex and statistics-loaded opera- lishec 
tions. After easeling a maze off iS ' 
explanations and results of “NRI fg ©2228 
in Action,” Mr. Nielsen gave his ee 
guests a look at a panel of 24@ Jine’s 
“instantaneous Audimeters,” one § age, 
operating off a demonstration re- 
ceiver nearby, the other 23 at-§ Star 
tached by leased phone wires to Jot 
a pilot sample of homes in the Cockt 
New York area. has | 
Test on for Six Weeks — 
bran 
The test operation of these 
Audimeters here was begun about 


six weeks ago, it was announced. 
An initial pilot system of these 
machines was started in Chicago 
last June. No plans were dis- 
closed, however, for extending use 
of the “instantaneous Audimeters” 
in the near future. 

Following the presentation and 
pilot demonstration at NRI’s of- 
fices, Nielsen’s guests attended a 
dinner and round-table discussion 
at the Hotel Biltmore. 

NRI, said its chief, is working 
on Audimeters to measure FM and 
television dialing and will be 
ready with these “in ample time.” 
The company also is advancing 


“mechanized research” in other I 
fields, Mr. Nielsen said. Ir 

o_o in 
Issues Monograph on . 
Printing Plant Layout . 

The Graphic Arts Association of fi 
Illinois has prepared for its mem- 
bers a 32-page brochure on “The h 
Layout of Printing Plants,” out- n 
lining the basic elements to be 7 
considered in printing plant lay- % 
out. 

Prepared by Mark E. Powers, q 
for many years a specialist in t 
solving engineering problems 12 - 
the printing industry, the brochure b 
|may be obtained for $2.50 by writ- e 
ing to the Graphic Arts Associa- 
tion of Illinois, Inc., 105 W. Mon- ° 
roe St., Chicago 3. Al 
CAB Appoints Scott i 

G. Douglas Scott, account ex- FILI 
ecutive of Cockfield, Brown & Co. 
Toronto, has been appointed di-@!_ _ 
rector of broadcast advertising Mj | . 
the Canadian Association ® a 
Broadcasters. Harry S. Dawsolg@ | od 
has been named manager of the 
association and will continue h! Ger 
present duties as engineering con- I Ple 
sultant. Sal 

e Nar 
Names Alvin Gardner ot 

Manhattan Castings, Inc., Pater-@ | 
son, N. J., manufacturer of zip Cor 
and aluminum castings for ¢@ ,.. 
lamp trade, has appointed Alv= J 
Gardner Company, New York, @ | Cit 
direct its advertising. al 
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Advertising Age, December 9, 1946 


E. D. Madden 


E. A. Hartford 
DIRECT NETWORK—This quartet will 


direct future affairs of the American 
Newspaper Advertising Network, New 
York. Mr. Stretch, advertising director 
of the Philadelphia Inquirer, has been 
named president of the organization 
(AA, Dec. 2). The three new directors 
are Mr. Flynn, general manager, New 
York News; Mr. Hartford, Los Angeles 
Times, and Mr. Madden, executive vice- 
president and general ‘manager of 


ANAN. 


‘Cotton’ Changes Name 


Effective January, 1947, the 
name of Cotton magazine, pub- 
lished by W. R. C. Smith Publish- 


| 


| 


ing Company, Atlanta, will be} 


changed to Textile Industries. The | 


new name was chosen in order to 
describe more clearly the maga- 


zine’s editorial scope and cover- | 


age. 


Stanfield Names Belknap | 


John Belknap, formerly with 
Cockfield, Brown & Co., Toronto, 
has been appointed head of the 
creative department of the Toronto 
branch of Harold F. Stanfield Ltd. 


6 Lagu Cpmnot 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 

Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 

This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY — $2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 11 


FILL IN AND MAIL THIS COUPON 
TODAY 


l Advertising Publications, Inc. 
Div. 129 
| 100 E. Ohio St., Chicago II, Ill. 


! Gentlemen: 


| Please send me —— copies of ‘Successful 
I Sales Training." Enclosed is $————. 
Name 

| Title 

I Company 
| Address 


i: ae Zone State 
LL. 


} 
| 


| 


Adds Marine Division 


Fageol Products Company, Kent, 
O., has established a marine divi- 
sion to handle the sales and manu- 


Mercready Promotes 3 


Henry T. Gayley Jr., manager 
of the consumer department of 


in 


addition, been appointed as- 


| sistant to the president. Hector J.) services of 430 employes. With the| York. St. Georges & Keyes will 
| Hyslop, a member of the produc-|words “Never... 
tion department, has been named|owed by so many to so few,” on 
production manager. 
: é Stocki, also in the production de- | tributed Dec. 6 to 3,300 employes. | tion. 
facture of marine engines. Two | partment, has been appointed as- pe: Sa 
Fageol marine engines will be in- 
troduced at the January Motor 
Boating Show in New York. 


|sistant production manager. 


Issues Vet Service Book 


Noteworthy as a step in em-|and Tiara champagnes, wines, and | 
ployer-employe relations was the| vermouths, has switched advertis- | 
publication by United States En-|ing on Tiara from St. Georges & | 
velope Company, Springfield,| Keyes, of that city, to Thomson, 
Mercready & Co., Newark, has,|Mass., of a bound volume com-/Saya & Balenti (recently the red 
memorating the individual war|row Advertising Agency), New! 1135 8. £. SALMON ST. * PORTLAND 14, OREGON 


was so much | continue to handle the San Benito 
and Du Bois brands on the basis 


Joseph J.|its cover, the volume was dis- | of a “greatly increased” appropria- 


Tiara Wine Moves | 


, San Benito Company, New York | 
| distributor of San Benito, Du Bois | 


ITS GROWER-READERS 
PRODUCE: 


38°. nation's apples 
90", nation's winter pears 
37°. nation's cherries 
40”. nation's prunes 
98°, nation's filberts 


Write for full story 


A FEW TYPICAL 
DEALERS’ COMMENTS” 


ATLANTA, GA. 


"|. . particularly impressed by SBS de- 
votion to the interests of southern deal- 
ers. Congratulations!" 


NORFOLK, VA. 


". . . received SBS and like it very much 
and will appreciate your continuing 
sending it to us." 


LAKE WALES, FLA. 


"We like SBS very much and hope that 
you will keep us on your mailing list." 


BATON ROUGE, LA. 


"Congratulations! Your layout, editorial 
coverage and high quality makes SBS 
an excellent publication."' 


GAINESVILLE, TEXAS 


"SBS is an all ‘round good trade maga- 
zine . . . well written and presented in 
an interesting way." 


JACKSON, MISS. 


“SBS covers the Retail Dealer and his 
problems better than others I've seen 
. | enjoyed the entire publication." 


*Many others on file. 


DEALERS ACCLAIM SBS 
A GOOD, ALL ’ROUND PUBLICATION 


Hundreds of letters and cards of congratulations have poured in from 
lumber and building material dealers all over the South and South- 
west since SOUTHERN BUILDING SUPPLIES’ first issue in April. 
Their enthusiasm and interest in SBS proves the need for a publica- 
tion devoted exclusively to Southern dealers’ needs and problems. 
SBS becomes the sixth W. R. C. Smith publication to score a hit in 
its field. 


SOUTHERN BUILDING SUPPLIES’ active, interested readership 
and complete coverage offers advertisers an efficient and economical 
means of selling the fast-growing Southern and Southwestern building 
market —a booming area that accounted for 39.2% of the nation’s 
new homes the first four months of this year. SBS reaches 8,589 
dealers, month after month — every substantial lumber and building 
material dealer in 18 Southern and Southwestern states . . . your 


outlets to almost 40% of the national market. 


SOUTHERN BUILDING SUPPLIES 


Grant Building, Atlanta 3, Georgia 


COTTON ELECTRICAL SOUTH 
SOUTHERN AUTOMOTIVE JOURNAL 
SOUTHERN HARDWARE 

SOUTHERN POWER and INDUSTRY 
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ANTASTIC.... 
0,000 | 


~ § from ONE single pagenc 


, i . If it weren’t true, it would sound unbelievable ... the returns from™NE ‘ 
we = SPORTS AFIELD... by WILSON SPORTS EQUIPMENT COMPANY@utlar 


20,000 responses have been received to date. More than 90% offhese 


exceeded $100.00. Total sales from this ONE advertisement have reachedihe Pt 
Frankly, gentlemen, this avalanche of business seems fantastic ..@ut th 
“case history” as evidence of the unmatched acceptance active sportsmet[ave < 
with its guaranteed A.B.C. circulation of 700,000*. 
TO SELL SPORTSMEN, USE THE WORLD’GZO 
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ead in Sports Afield 
ash with order! 


from@NE SINGLE BLACK AND WHITE PAGE in the September, 1946 issue of 
ANY@utland, Vermont. 

)% offhese were actual CASH with ORDER. No order less than $8.95... many 
achede PHENOMENAL TOTAL OF $380,000.00 ... with orders still coming in! 
ic ..@ut the sales and cash are there to prove it! SPORTS AFIELD offers this 
smetffave accorded the modern, alert editorial technique of SPORTS AFIELD, 


PORTANT NOTICE! Increased rates do not become effective until February 1, 1947. Conse- 
ently, all orders received prior to that time will be protected through the September 1947 Issue. 


D’#O. 1 SPORTSMEN’S MAGAZINE 


*Effective March Issue 1947 
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Gets Lingerie Account 


Douglas Wear of Bond Street, 
London, England, manufacturer of 
lingerie, has appointed Ellis Ad- 
vertising Company, Toronto, to 
“handle its Canadian advertising. 


Red Cross to 4 Agencies 
The Canadian Red Cross So- 
ciety’s annual drive for funds will 
start early in March and promo- 
tion across the Dominion will be 


‘handled by Cockfield, Brown & 
|Co., MacLaren Advertising Agency, 
Russell T. Kelley Ltd., and Cana- 
dian Advertising. 


Issues NRFA Guide 


The National Retail Furniture 
Association, Chicago, has begun 
distribution of the NRFA Buyer, 
a 536-page directory listing more 
| than 120,000 product manufactur- 
ing sources and over 4,000 in- 
dustry brand names, 


that the most successful movie sets 
point pretty clearly to a new kind 
of American taste? Read the 
December House Beautiful 


0 you know 
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Newspaper Ad Readership 
Gains Since War's End 


Also Exceeds Prewar, 
ARF Finds in Report 
of First 100 Studies 


New YorK—Newspaper adver- 
tising readership since V-J Day 
has been larger than either war- 
time or prewar, the Advertis- 
ing Research Foundation shows in 
a report summarizing findings in 
the first 100 studies in the Con- 
tinuing Study of Newspaper Read- 
ing. 

The first to 47th studies were 
made prior to the war; the 48th 
to 90th during the war, and the 
91st to 100th since the war. 

The median figure for male 
readership of all advertising (ex- 
cept classified) prior to the war 
was 80%. It declined to 77 dur- 


No.. 
Mulligatawney. 


tion of small grain and row crops. 


Photo from U. S. Department of Agriculture. 


One million shots like this would 
give you almost the perfect picture of 
the “top million’ farms in today’s 
new South... the leadership farms 
which set the pattern for good farm- 


ing and good living. 


Southern Agriculturist is a “top 


} 
v 


NASHVILLE @ ATLANTA @ LOS ANGELES @ NEW YORK @ CHICAGO @ DETROIT 


Readership leadership 


Every issue since June ‘46 has exceeded !,000,000 net 
Latest Publisher's Statement shows 1|,012,185 
for June—and for 6 months ending June 30, Southern 
Agriculturist leads all farm magazines in coverage 
of IS Southern states. 


paid 


. this is not a shot of the léth hole at 
It is a pilot's view of modern 
farming in the new South, showing strip rota- 
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million’ farm magazine. 
in its point of view, South-wide in 
its appeal and its influence, its circu- 
lation is a million plus... a great 
percentage of it “top million” quality. 


South-wide 


That’s why its South-wide sales 


| 


power is so high. 


ing the war, and since rose to 84. 
The median of male national ad- 
vertising readership dropped from 
53 prewar to 48 during the war, 
and since then moved up to 59. 
Local advertising median figures 
meanwhile were, respectively, 74, 
67 and 77; department store ad- 
vertising, 39, 31 and 49; classified 
advertising, 32, 40 and 51; amuse- 
ment advertising, 44, 42 and 47. 
Women’s readership of news- 
paper advertising increased less 
than that of men. Their median 
figures for all advertising (except 
classified) for the three periods 
were 95, 95 and 96; national ad- 
vertising, 59, 62 and 57; local ad- 
vertising, 94, 93 and 94; depart- 
ment store advertising, 87, 80 and 
88; classified, 38, 48 and 51; 
amusement, 59, 59 and 65. 


Rationing Cuts Space 


The foundation points out, how- 
ever, that in wartime and postwar 
comparisons two factors should .be 
considered: Newsprint rationing 
cut down available space in most 
papers during the war; and only 
one of the 10 newspapers surveyed 
since V-J Day has a circulation 
of more than .100,000. 

Conclusions in the summary are 
based on tabulation of about 45,- 
000 interviews and analysis of 
readership of more than 3,000 
newspaper pages. The 100 news- 
papers examined represent a com- 
bined daily circulation of about 
7,750,000. They range in size from 
16 to 56 pages and in circulation 
from 8,570 to 264,287. 

The Continuing Study is con- 
ducted by the Foundation with 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Asso- 
ciation. Launched in 1939, it has 
cost more than $350,000 to date, 
most of which has been paid by 
the bureau. 


Compete with Top News 


One conclusion: ‘Readership of 
outstanding advertisements com- 
pares favorably with that of top- 
notch news stories.” The highest 
male score recorded for a news 
story was 94% for the V-E Day 
headline on the front page of the 
Indianapolis News. Two local 
news stories on the front page of 


WHEN JOHNNY COMES 
MA HOME — 


BMERICA FACES & CHALLEWGR: 


TOPS—This Milwaukee Journal 1,550- 
line ad in the Cincinnati Times-Star 
ranked first among all national ads with 
both men and women, according to the 


Advertising Research Foundation's sum- 
mary report. 


the St. Paul Dispatch (Nov. 3, 
1943) and the Columbus Ledger 
(Feb. 28, 1946) ranked first 
among women, with 89%. 

A 1,550-line advertisement 
which the Milwaukee Journal ran 
on Page 14 of the Dec. 2, 1943, 
issue of the Cincinnati Times- 
Star, in a campaign to establish a 
nationwide veterans’ rehabilita- 
tion service, ranked first among al] 
national ads with both men and 
women, with-respective scores of 
73 and 68%. 

The local ad winner among men 
(86%) was a 340-line building 
supplies insertion in the Aug. 23, 
1940, issue of the Johnstown Trib- 
une. A full-page department 
store fashion display in the Pitts- 
burgh Post-Gazette of June 4, 
1945, was the best-read local ad 
by women, 89%. 

Runners-up among national ads 
read by men (71 to 52%) were 
Sunoco Dynafuel, Bethlehem Stee], 
Lucky Strike cigarets, Standard 
Oil of New Jersey, Ford cars, 
Mack’s bread, Westinghouse Elec- 
tric, Chesterfield cigarets, and, 


The Only New Orleans Station 
Using all these means to 
Build Listenership Continuously 


@ 24-Sheet Posters 

@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


NEW ORLEANS © 


PARTMENT OF LOYOLA UNIVER , 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 
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Left Pages Better Than 
Right, Summary Proves 


New YorK—One of advertising’s 
oldest arguments got what looked 
like a clincher this Week. For 
years media men have been pains- 
takingly telling space buyers that 
a left-hand page was just as well 
read as a right-hand page, and 
now they have statistics to support 
them. 

The recently-released report of 
the 100-study summary of the 
Continuing Study of Newspaper 
Reading by the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, shows that 
left-hand pages lead right-hand 
pages by a narrow margin. 

The bureau’s figures show that 
on 3,002 pages, men and women 
saw 1,504 left pages, 1,498 right 
pages; on 1,451 pages with general 
news and advertising, men and 
women saw 728 right pages, 723 
left pages. The men’s median is 
5 percentage points higher for left 
over right; the women’s percentage 
is 3 points higher for left than 


right. 
550. again, Westinghouse. 
Star Runners-up among women (66 
with to 57%) were Bethlehem Steel, 
» the Chesterfield cigarets, Red Cross 
sum- 


bandages, Lucky Strike cigarets, 
Standard Oil of New Jersey, 
Mack’s bread, Conoco oil, and pro- 
grams from Stations KTAR and 
KOY, Phoenix, Ariz. 

Four of the top 10 in each group 


| “AIR MAIL TO 
RED RIDING HO9D” 


Cte OR ; 
roms Reatriwator Relrigermine tay 
warnt The Mid Mermant 


Dealers Fe 
Daition Ot Rows 
CO onetime Hexieu—~Prum Benes | 
thie Ae Bathe met» Sim. 4 


PRIDAS, NOVANER te, 100 
belt aM. ‘ 


WELL-READ—These ads by two Phoenix 

stations—KTAR, an NBC affiliate, and 

KOY, a CBS affiliate—placed among 

the first 10 for readership among 

women in the foundation's summary 
report. 


were leaders among both men 
and women. 

By city-size groups, advertising 
readership in the different classi- 
fications, by both men and women, 
was found to fluctuate little. In 
the under-100,000 population cities, 
median male readership of all ad- 
vertising (except classified) was 
80%, as compared with 80% in 
the 100,000-249,999 group, and 
76% in the 250,000-499,999 group. 
In the same city size groups, 
median female readership of all 
advertising (except classified) was 
respectively 96, 94 and 95%. 

Other findings for these city 
size groups were: Median na- 


a OE, 


en | CHICAGO 
NCW YORK 
LOS ANGELES 


ty \ _ Te 
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tional advertising, men, 51, 56, 53;|second among both men and 
women, 58, 61, 61; local advertis- | women. 

ing, men, 74, 74,.68; women, 94,1 Drew Pearson was mentioned 
93, 94; department store advertis-|as ‘“best-read” by men among 


ing, men, 36, 32, 38; women, 81, | “political columnists,” followed 
84, 87; classified advertising, men,|by Westbrook Pegler, George 
44, 33, 30; women, 52, 42, 34;|Sokolsky, Paul Mallon, Walter 
amusement advertising, men, 44,| Lippmann and David Lawrence. 
43, 43; women, 61, 60, 57. Eleanor Roosevelt led among 

With a median of 89% among|women, followed by Sokolsky, 


men and 91% among women, the 
picture page led all continuing 
features. The best read news pic- 
ture, not on the picture page, was 


| Dorothy Thompson, Pegler, Pear- 
‘son and Lippmann. The men’s 
| favorite comics were “Dick Tracy,” 


the women’s “Blondie,” “Gasoline 
Alley” and “Little Orphan Annie.” 
The report also summarized 
findings in a special six-day study, 
in March, 1945, of the Troy Times 
Record, and the first two Sunday 
studies, made last winter, of the 
Milwaukee Journal and the Utica 
Observer-Dispatch. 


Oregon Mills Appoints 


Oregon Steel Mills has ap- 


\“Blondie” and “Gasoline Alley’’;| pointed Butler, Parker & Newlin 


39 


Advertising Agency, Portland, 
Ore. Thelma Buchanan has been 
named the account executive and 
will edit the mill’s new industrial 
publication, “Billets,” the first is- 
sue appearing this month. 


Croft Brewing to Loudon 

Croft Brewing Company, Bos- 
ton, brewer of Croft Cream ale 
and Hofbrau beer, has placed its 


advertising with Henry A. Loudon, 
| Advertising, Boston. Newspapers, 
— posters and radio will be 
used. 


a - ; ~ 


“The simplest way to open a mind is through an interesting bit of information” 
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ADVERTISING OFFICES +» NEW YORK + CHICAGO 


+ BOSTON + PHILADELPHIA + CLEVELAND + DETROIT + ST. LOUIS 


r oe eee 


+ SAN FRANCISCO « 


TORONTO + 


MONTREAL 


we i <2 2 Boks : E ; ‘ 2 
—— cater st Sh ear : ig ae 5 : L = 2 : Pe ih 
phd Soe 1 ‘3 > . P >; > “ ; ue ¢ . - et Pity 
te 
as | = oe 7 
| j 
a | | 
a 
: ie J 
| ee Ee Bi i 
, pe wes 
i coe 
Ges 
bet 
| cc a 
a a To = bs ¢ og ie Sehr * pete Sa ae pe ee ee itera as 
Se! is ; a rae . Seti b's Weide —— “aoe * 7 eg i, tee eee | a hie bis es tt joni 4 pve < “a : i a 1 f 2 = 
SP a a ark ay "s ae eae, ns a ie aE ha me a aw deity ee hd ; - i eos: 9 3 oe 
efter, ES C rs us. oa pi ees Sree. vd Bt eee TT Ce ee 3 Pe pe, Ri ok ears FS an : ae : ps 
Dips a sy ae i eae, panes * 2h Bs <3 + he ee apie oa ‘ ? ee el 
ee PET es a 3 ee . ee. _ Meee so 
. ae a ay Pee Reet Bie es i 433 fort eee bar wan AF 
he ae ; i op. abs ae! eS Leer 3. f WN = r ¢ c 
| Mara oe an <a Meee os) Say eames ee ane. eee: % 
| : a Tn ce ace * sete * ME = 
| ya ee Se _ 
| = We a * z. sm 
eae Wh) : eo 
| ge E 000 _ ae 
| eee , 0 ’ ‘nage 7 
pee tres : 
Bs en ne ee ie 
dger ea ros 8 ced ee 
first ee x: ry s a : 
Re ' 3 — + . oe 
nent peer wtb tae a ae: if 4) —oorr i is ae 
an eee meted ‘7 a ari 
ran HOPKINS BOGART a “ae 
943, ' Start of tenight'; thriling romence ge o ge Ain —"s a . . Be 
} ’ piles OR Cage ae iS eee aor «2 cae ae 
wes- Gea} SIO KIOCICLES Bar. We eames: sn a 
sh a ree) 000 Watts h3 ——— - i ate ere ts ’ rae ee, ¥ ee es Ee Rea: 4 (238 Bg ig tite 2 : rn 
° | hw Miners ie £ RE AL «Agee ee ety 3 it gpa age Pee - bev ac ai SR Bh ate i OY va eee 
lita- an or ee ear ears age ages hes el. et ae dg a. 
' : WS) ee ae oie al eeeg ; . ‘ ae Ge Ae a in i : i. 
4 all t Pin geen wage f PLAYHOUSE : “4 iad uy capi. gts gl ee: Re wee sig hese ee Sa ee eee mi é AO eis Se ee ae ‘ Te a 1 Peder ete ci : om 
cenit 6°58) FROAY NICHT ae ee 0 la as aK, Sa See 3. Ge Bie hy Soe We Sy ‘® +s ira he Sue & A as 
ase See 3 ahs AION — — + a ie ee er y A ce a fry ah ete Fe ee th ee 
iia Shines tg Gi mn ae rs ye pia dal «allie Mace SARE aE. OR Rows RT ae, RE a eg RR ge et aris age: or 
s of Fisemteetonteoctimeeh "pemeelceme, | » “a in BA A fobs A. a = tae > + Sale oN ; ‘<e: Sake Sees Ae eee ae ae. } a5 2 Bb es \ gee iy tad 5 hy heat ‘ ' 
Fioges foe Prat & 2 ee ce 
—pfieiee cl — a eek | Te IMIS cay Ct re RRR = ee AG ee ee Wee sae sk — eae so 
P grat je py he ? PHOE, Te ag <r gr te a FS des atts ee Pe eek, eee Be Suet TS ee. < teaae cake 
men te Nave “ny 5 “a Ba ye Per ee he) ee . es Eg S res > ee ie " REE aes Me . Ce ‘ Betts sls he ee Sa TS ne 
ea Taecese ee aaa ate es kee RE ee “ ek Couey eee eer es mene. ee 
——_ potche Mald ae ee ee Sol |) eevee ee ae os 
) oat 0 ie I we OS ; RES) ae i oe Sa alle taint aatad * . fe Sh Me 
, 23 ks be ae “.. § ——— F eae ey Bie foot eas > i ie ea aa 
tei. ee ‘ / We Wes eee ee ae 
rib- oe a ae NTE og, OR i ee — 
ade Spee? BR. —— mo Ps Se ‘eae tas Pe 
nent + Ee re es \ awos's &n nae koe a Sees 2 ads | 
>. we a! ; Le te, Ain oem ‘ Paha ie ae a 
, Ba oe hea Bo eer Pe an Ym ae fea Aa wm Ap ae eae oy REO Ae ‘8 : 
“ag i a SSSSES SSS NOP a OR OS ee 
2 4 ee es Te eee eS a SPR Pn Per slg emerge a Sn sie > a ey pb ea 
- ’ P : = Ra rte a "a oe mt) eg ante the, Men, tag “be; fo a ee gts ee. ae ee i ‘ el i 
| ad er . a 4 * et aS SESS 4 Z 1 + care ee Re £ fae a ‘ 4 : si 
4 St PY lenin E . Ye te o7 M (FORE Pee ee IMA be cated Sian > ee 7 
—aee SLY BREEDS SSSR ‘ ei ; 3 
ads ri : Pee prance eae 2, ~*~ “s ‘ ‘Vee ve tne SSS icp i < 2 ‘3 Banik ak 
vere ¥ wae pe seas eis tet ogg 473 eae ~ Sta h e /e> ng mice brig? aes RRQ, s = Gs os ee 
} aia ee eae ee Sst / GED py ore en EN . Teel aay hp 
teel, iene ee ae i SS NEG FES S5 i 
: " AES a gee : V] 4p Ms tnt byte 4 Te ges ‘ 
| ee (GREY SS ~~ iis 
ec: a . Mia SSS tbr, i. 
"c.  attaetaess: . ‘lie ad ee j , ° ey Pr a 
and, +t aaa a ‘ 5 ke: : os . Lf y Pret aS o veal 
Soke. wees nee, “Cea ee le ye, ae Uf Sree whim “ 
mee a, od Ae” * . rts, S =" Nay iy” ay 7 ay J 
— a kh : [SKS BSS SOY As: —_ 
— — l(t RS SSSES3 7 Spe Be 
— Pr a eS | Me ? 2 
4 Toy a a bsg fe Oe rs ou ate a ROC %e _ ? >a 
oo, ae nk, ~~ Sone oat Crone Soe ety 8 sv j — 7 
; —o a SS SENN A ; 
; mei a or ee ee : 3 oa 3 SSIES Foe - 
——— ae ee ( a Mi YY ‘ , poly a. 
—- A oe. ,% a “ oes i i a 
4 . as Rae ee \ Rr “Ss RS f, "ep tf ee oe 
. ac. <a a i * So SSN Pr nee SR J 7 
tte ee SS ee ERSTSS ’ Sr o In ee _ 
sete oe = pore %, ‘* 7 Oo PEGS ee 
es - “ me Bos Si Leh, Onl cy re NPE OOS bone "Con Mes ale ings *, a ae : = 
oo ees os : i Re am” te Perri Petr wt ten oY hy Py ws ~ Ree prheing Png 4 Eo ee eames - 
ae oar sp : ey ea wat a eee wie Se eer. te ~~ sa rn oy, fea Ai ofa eR ww, gee a peer pa 
2 id -. ee OAS he ian SENSEI ye fy ey een ne atte i ee : fl 
: Pas gi : 7 — a one Sate wate ty 6 SNES S wr, Gp Say! aes to eens OF ' 8 
Ys) Ss Sime ) ERS REE IRNRY te RNS ee, y/ oo 
ie je : ‘ : Be oe ng? i i ee Jy * @ bp, thy, ey Bee / ae 
es ] % Rs pees ak eS Seay Ta 4 9 hee, mite ey wl rns Y ’ 
i i S ae mag & d> * . APY tei Reteg Aen oe im fone, os Py LAL hn, Tey Mm, a. SEW ity Yj} Bie 
pee dai 5 , i 09 0 Se Cl Dinatttae ating eh “eS Gus Ped) fry, a ee i) a 
———_—_—————— jet ‘ = a ’ agente iD OR log” tag Sats, at Se ss a “~ ; Yi ins 
ner ete : Te? EE ONY ia” on Hite, - Y a 
Ss ies 2 oe A os ) iS 7 SSARQSS NTS j : Uf — 
aot ‘ eo 9 re Oe of rs 
a ‘i : is a eo i 5 S SRS Sy “7, eg Aone i 
—_ a a SaSh." 7 & ™ ww a ii 
F ‘ ; ae re: ‘ eas 4s Meee Va ae taf , : as 
a, ae ee ae J ioe = he oy Ve : SIRENS ey ' es 
guint SSS ee RSS a ae 
| ee (2 0. ~ WS sila oe: 
yaw SHE ‘al | SE a Ss ee Be , 
. 3 ere Pe ‘gai apties ie 5 Sos ay ea Beet " . ce on 
y Wait | ee SUNS, Frias = 
ov gine i : me + SMR hoc mics eS a ° Satton. *< F ‘ it eae 
by sper vs S| : amas. ig Re cee ete ie a “wom, ad SOS ff py 5 
s he \ eo aM ea eee ee rane eae gets ek ~/s eal SS eae ue pes 
ume ce- j mel ‘oy “ yas ; oe SSeciag eg ~~ Sm SS ‘* y = “s a 
ag cons , scie™ \erts i . — : aE: bee ee >> a - : ee 
grounine, an CxO ins pe \ i ; Ps eae bie A ne TE se sy SSS hs a ; Teas | aan 
sts Vt ig amalde gesting a i Bi ae ig SS Y * Bite “hae 
nabmexperienee ayat’'s wy \4 2 oe — ee ae ae ee “~~, NS rr <a 
why ant. V4 ye il a fo (age 2 , oe cit Se a ~ : te, ee mee 
import rse- ° ; a Gee oaeeeaag re ie ae Ma tine ; . j y \ Wa 
| \s SO Wn? sound cov mneron™ i a. Ree aia 4 k Pe 3 ik = Se oar Me, a a : Z i ; on 7 
: ane on\¥ - market adie yn ; | er ‘ a a - “ lias oi Co am 7 <a : 5 a | 
N r 5 See “ft ~ Sea oie / , ae ua Ee ee 
ele select gon 2 og qurtnet Bis ae a “ pe a Boo “ ‘ge 
ont 4 ¥ \ \ " oo ae hip bo ae, ete ih ‘ P a * aa 2 rade ; 
» ang 'S pas® ¢ powe™ ,sond) sul ; a ae = | ee eee ey aH a ree Py ° -~ . — : 
dish xo DUTTON, ads OF PE 1 nation” ' rE ———— ee : = | = ai 
\ rerine? rests an ,ound® a” Ly <a al hig ee. custome: “f ; : oes 
. many cove ane eo : aa - Se eee eee as g. _ ae 
vey: pian ? o4- va Oe; _ a re Sailnet Babli s? ae : 
a\ came x0" meth \\ peter: ‘en ce MPT a. a : 3 2 - 
: c : ee AC Ea. 2 Ie eee ays 7 os : rh) ‘ 3 ee ee “ ” te ae an ee 4 =f ; i 7 7 
nis Se arkets PP aig you: _ Oe NS Ene area — Ree Ee pele See, igh. Va eae 
. ou thes They co” ” ee i greener 
no - 
b we KR ow 10 a 
5 sn0 
ier ¥ ma 
wunnm: LLEY a 
CORPOKASION , 
DIRECT MAIL DIVISION ~~ 
; ; 


40 
Walker Joins Rowen 


Frances Walker, formerly with | 
Buchanan & Co., New York, and 
Botsford, Constantine & Gardner, | 
San Francisco, has joined the 
Julius J. Rowen Company, New 
York, as vice-president in charge | 
of foods, equipment and _ allied 
fields. 


AMONG LUMBER and 2 
MATERIAL DEALERS 


in ADVERTISING 
in LEADERSHIP 


Phil Harris 
to Stay, Fitch 
and Agency Insist 


DAVENPORT, IA.—A rumor per- 
| sistently circulated in radio circles 
jand the radio press for several 
weeks—that the F. W. Fitch Com- 
pany was unhappy with its Phil 
Harris-Alice Faye home life com- 
edy on the “Bandwagon”’—was 
slugged cold-dead this week. 

The flat denial came from E. G. 
Naeckel, account executive with 
L. W. Ramsey Advertising Agency, 
which handles the show for Fitch. 

“That’s the damnedest silly ru- 
mor I ever heard,” he told AA. 
Pointing out that “Bandwagon” 
is now seventh in the Hooper pa- 
rade, he declared: “The Fitch 
Company is happy with Phil Har- 
ris. Our agency is happy with 
Harris. And the network 
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Courtesy, “Tide” 


“Research said better buy all the Women’s Groups—but it’s Macfadden 


u © Groun that’ 


s° 


sin Ist place again! 


for you... 


WIW 


gives you three 


able position 


great market . . 


TONALLY 


CLEVELAND'S Chief STATION says... 


3 HEADS BETTER THAN ] 


When Cleveland’s CHIEF Station carries the ball 
every program packs a triple threat— 
way service as master enter- 
tainer, super salesman, potent advertising medium! 
When WJW calls your sales-signals you gain an envi- 
an enviable listener acceptance in a 
. Cleveland. 


‘with the show. Why we should 
‘get rid of him I wouldn’t know.” 


must be happy with a show rating | 
22.8. 


Fitch has just ordered a 52-week 
renewal of the “Bandwagon,” 
aired on the. full NBC network 
Sundays, 6:30-7 p.m., CST, effec- 
tive Dec. 29. 


Joins Keene Fitzpatrick 

Joseph Chamberlin has become 
a partner in Keene Fitzpatrick, 
San Francisco, Pacific Coast pub- 
lishers’ representative for the Chi- 
cago Tribune, New York News, 
Philadelphia Inquirer, Metropoli- 
tan Sunday Newspapers Group 
and First Three Markets Group. 
The company name has_ been 
changed to Fitzpatrick & Cham- 
berlin. 


Phil Harris is very haps | Parker Heads G-F 
Sales; Sandberg 
Directs Research 


New YorK—General Foods Cor- 
poration has appointed Wesby R. 
Parker general manager of the 


sales division, succeeding Henry 


W. Sandberg, who has been ap- 
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Igleheart Brothers, Inc., a G-F 
subsidiary in Evansville, Ind. He 
will make his new headquarters 
in the New York office. Mr. Sand- 
berg has been associated with 
General Foods for 23 years and 
has engaged in both sales and mar- 
keting activities. 

Ralph Watts, formerly advertis- 
ing manager of Igleheart and an 
associate advertising manager of 
G-F, will continue in that capacity 
and will also be sales manager for 
all Igleheart grocery store prod- 
ucts. Floyd McRae, bulk sales 
manager, will become sales man- 
ager for commercial flours and 
feeds. Both will continue to op- 
erate from Evansville. 


John J. Healy Jr., 


succeed Mr. Healy. 


Monsanto Promotes Healy 


director of 
development of the Merrimac di- 
vision of Monsanto Chemical Com- 
pany, Everett, Mass., has been ap- 
pointed assistant general manager. 
L. F. Loutrel has been named to 


Wesby Parker 


pointed director of a new depart- 
ment of market research which 
will serve all units of the cor- 
poration, 

Mr. Parker has been vice-presi- 
dent and general sales manager of 


Henry Sandberg 


Bott Gpens Own Agency 


Leo P. Bott Jr., formerly copy 
chief and account executive of 
Holder Morrow Collier, Inc., Chi- 
cago, has opened his own agency, 
Leo P. Bott Jr., Advertising, at 
64 E. Jackson Blvd., Chicago. His 
agency will serve both advertisers 
and advertising agencies handling 
special assignments. 


Just an exhibition 


Yet literally thousan 


line—to decide what 


Above is no “‘fistic classic of the century” 
—no “exotic extravaganza of the his- 
trionic art.’ No indeed! 


chandise . . . sponsored by MECHANIX 
ILLUSTRATED Magazine. 


journeyed to “The Garden” and paid 
admission to see the latest in their hobby 


Only once a year can manufacturers 


of hobby mer- 


ds of New Yorkers 


the 
next to buy. 


Your product will go places 
tn the magazine that's on ls way 


MECHANIX | 


en eaaatees tne. PS > aaa 


“show” 
MECHANIX ILLUSTRATED — to decide 
what next fo buy! 


ILLUSTRATED 7 Le 


HOBBIES are BIG BUSINESS 
at “The Garden”... and in 


MECHANIX ILLUSTRATED 


display their wares in this fashion to 
eager, milling crowds at ‘The Garden.’ 

But every month they can do so in the 
pages of MECHANIX ILLUSTRATED— 
for every month is show time in “M.I.” 


Every month over 600,000 men, with 
the same enthusiasm, lay cash on the 
line at the newsstands of America to see 


between the covers of 
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Petrillo Wins 
First Round in 
Lea Act Fight 


Cuicaco—James C. Petrillo, the 
“little Caesar” of thousands of 
U. S. musicians, won the prelimi- 
nary round in his fight against the 
Lea act, commonly known as the 
“anti-Petrillo law,’ when U. S. 
District Court Judge Walter J. 
La Buy ruled this week that the 
statute is unconstitutional. 

The judge held that the act, 
signed last spring by President 
Truman (AA, April 22), attempted 
to make musicians “a class sepa- 
rate and distinct from all other 
employes.” 

Judge La Buy also dismissed a 
criminal information against Pe- 
trillo in which the president of the 
American Federation of Musicians 
was charged with violating the Lea 
Act when he called a strike of 
musicians against Station WAAF, 
Chicago. 

U. S. Attorney J. Albert Woll 
immediately began plans to appeal 
the district court ruling. 

Rep. Clarence F. Lea (Dem., 
Cal.,) who steered the act through 
Congress, termed the court’s rea- 
soning “superficial” and said that 
it was “in line with a number of 
court decisions in recent years” 
which he said had thrown up pro- 
tective shields for certain labor 
union practices. 


Marks Golden Jubilee 


House Beautiful, New York, 
oldest magazine in the home and 
shelter field, observes its 50th an- 
niversary this month with its 
whole issue (70 editorial pages) 
devoted to the theme, “Why You 
Like What You Like.” The maga- 
zine has designed this issue as a 
“clinical observation” of Ameri- 
can taste—past, present and fu- 
ture. 


This isn’t hay, either. We mean 
the over a million tons of pro- 
teins needed annually by Texas 
Farmers and Ranchers. Or the 
$2,500,000 serum and vaccine 


market...all shown by the 
amazing survey, ‘‘Ranchmen 


Want to BUY.” 


Low in cost... 
readership .. 


high in quality 
-no other single 
medium will reach and influ- 
ence cream of the crop farm- 
ers and ranchmen like The 


CATTLEMAN. 


Fglateann 


My Fc BURK BURNETT BLDG. 
FORT WORTH 2, TEXAS 


Oem GREAT RANCH MARKET 


Appoints Romain 


Harriet Georges Romain, for- 
merly executive vice-president of 
Modern Merchandising Bureau, 
Inc., has been appointed fashion 
coordinator of Friend-Sloane Ad- 
vertising, New York. 


Joins Schnell-Mills 


W. F. Pierce, formerly account 
executive with Wm. K. Grimm, 
Advertising, has joined Schnell- 
Mills, Inc., Chicago agency, as ac- 
count executive. 


Matchabelli Drops 
CBS Show; Toni 


Buys ‘Give & Take’ 


New YorK—Columbia Broad- 
casting System did a quick job of 
stop-gapping a sponsor loss last 
week for the second time in recent 
weeks. 

Prince Matchabelli, Inc., the 
perfume manufacturer, canceled 


its Stradivari Orchestra schedule 


effective after Dec. 29. The pro- 
gram, placed by Morse Interna- 
tional and heard Sundays at 
2:30-3 p.m., EST, is aired over 48 
stations in the U. S. and two in 
Canada. 

CBS bolstered the sag in its 
sponsored time total by signing 
Toni, Inc., St. Paul, the home per- 
manent-wave set maker, to spon- 
sor “Give and Take,” the audience 
participation show which Ameri- 
can Home Foods’ Chef Boy-Ar- 
Dee is dropping late this month 


(AA, Nov. 25). 

Toni, through the Chicago office 
of Foote, Cone & Belding, will 
pick up sponsorship of the pro- 
gram Jan. 4, the week after AHF 
drops it. The show will be aired 
Saturdays at 2-2:30 p.m., EST, on 
the full CBS net. 

At the time American Home 
Foods ordered “Give and Take” 
canceled, CBS filled the gap by 
signing the Sheaffer Pen Company 
to sponsor a new 30-minute “Ad- 
venturers’ Club” program. 


Let Ls Weep Faith 


INTERNATIONAL PAPER COMPANY 


n this, the nineteen hundred and 
fortu-sixth anniversary of the 
birth of Christ, let each Ameri- 
can rededicate himself to faith in 

(God—faith in this great nation of ours—faith 
in his fellotomen—and faith in himself. @> gn 
these confusing times, let us remember that the 
foundation of our country twas laid on Christian 
precepts, faith, courage, foresight, and freedom 
| from turannu, eo Let us, then, on this natal 
dau of our ‘Redeemer, prav for Vis guidance 
that toe mau have strength, courage, and un- 
derstanding to carry on the faith of our fathers. 
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Most Complete Contractor and Public Official Coverage — 
Unequalled Local News Interest — 


Market Selection By Job Conditions — 


Flexibility — Use One To A Dozen — 


No Overlapping — 100% Effective Circulation — 


Dealer Identification and Support — 


A.C.P. PUBLICATIONS — YOUR BEST BUY FOR ‘47! f°: 


the 
° . : . > . : : ° « tinu 
© The Associated Construction Publications carry the local job news — Construction Bulletin G) Southwest Builder & ©) The Dixie Contractor ieee 
. i r ° ’ - P Minneapolis, Minnesota Contractor Atlanta, Georgia : is 
local pictures — local bids of vital interest to Contractors and Public Western Builder © Los Angeles, California ©) Constructioneer ae oud 
ials. ’ . , sone why . : Milwaukee, Wisconsin Mid-West Contractor Harrisburg, Pennsylvani» - 
Officials. That’s one of the many good reasons why the A.C.P. regional Q) Michigan Contractor & @ Kansas City, Missouri @ Texas Contractor ne 
‘ ane > re , equi . : . Builder Mississippi Valley Contractor Dallas, Texas nati 
magazines are read so thoroughly by equipment and construction Danraia, Michileiin ay pry mew ® Constiiahion Haws Ty 
material buyers — one of the reasons they’re your best buy for °47! New England Construction Construction Digest Monthly paig 
f ; ; Boston, Massachusetts Indianapolis, Indiana Little Rock, Arkansas ny 
More and more advertising men are recognizing the value of A.C.P. 
regionals and are recommending from one to twelve, depending upon 
the manufacturer’s distribution setup. You can’t concentrate in a con- 


FOR COMPLETE INFORMATION CONCERNING 
any or all publications in the A.C.P. Group write to 
G. L. ANDERSON, Secretary ‘ 
Associated Construction Publications eas 

1022 Lumber Exchange Building 
Minneapolis, Minnesota 


struction market in any other publication as effectively as you can with 
the A.C.P. regional group. Buy the best buy for "47 — write for further 


| details today! 
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the Creative Ulan Corner 


One of the most interesting little books 
to come our way in many a day came to 
our desk last week. 

This was a facsimile copy of the first 
issue of Life, dated Nov. 23, 1936, and 
over and above its value historically we 
think it is interesting as a measure, on 
two counts. To thumb it through, then 
turn the pages of Life’s 10th anniversary 
issue (Nov. 26, 1946) is to see a develop- 
ment that should thrill any creative per- 
son. 

For granting that the new Life had 10 
epochal years to picture instead of a 
single week’s events, there is an under- 
standing here of editorial values and 
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techniques that hardly was hinted at in 
that first breathless issue in 1936. 

Why is this important here? 

Because we think the advertising lags 
behind—about five years. 

To be sure, it seems ever so much more 
polished. But most of the polish is only 
glitter, put on with four-color plates. 

Life’s advertising pages 10-years-after, 
unlike the editorial, are no more simple 
and no more direct, no more appealing 
over-all to a thoroughly conditioned 
audience than if the 10 years had not 
passed at all. With only a few exceptions 
there appears to be no better under- 
standing of the impact of an emotional 


You Ought toKnow . 


A good many admen know, and appre- 
ciate, the services performed by Henrietta 
Davis in the advertising field. Yet, con- 
sidering that Mrs. Davis easily rates as 
one of the half-dozen or so “top women 
in advertising,” she is 
surprising]y little 
known in the business. 

Starting her mer- 
chandising career in 
the production depart- 
ment of the Reuben H. 
Donnelley Corpo- 
ration’s direct mail di- 
vision, she spent six 
years with mail 
sampling, mail con- 
Sumer surveys, pre- 
miums and various 
kinds of dealer help campaigns before, in 
1937, she launched Donnelley’s contest 
division. Today, as assistant manager of 
the direct mail division, Mrs. Davis con- 
tinues to cast an astute, supervisory eye 
ver the contest department, which under 
her direction has become the largest per- 
manent contest judging organization in 
the country, handling about 75% of all 
national contests judged in America. 

There are dozens of promotional cam- 
Paigns of various types in production at 
ny particular time in Mrs. Davis’ well 
rganized department, It is not unusual 

her to be handling simultaneously 
tht or ten premium offers, four or five 
ntests, half a dozen dealer help cam- 
Paigns, and several really gigantic mail 
der campaigns. Even so, she finds time 
work with her salesmen in developing 
hew ideas for clients, tricky mailing 
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illustration as opposed to the purely docu- 
mentary or of the relation of words and 
pictures in various circumstances than if 
time had stood still. 

To be perfectly fair, there is now no 
tobacco company urging America to 
smoke a cigaret between Thanksgiving 
soup and turkey, before and after the 
second helping, after the salad, after the 
pumpkin pie and over the coffee—to 
speed up digestive fluids, increase alka- 
linity, and generally make digestions run 
more smoothly—as Camel did 10 years 
ago. 

But this, we think, is more a matter of 
the sharpness of the FTC than of the 
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people who make the ads. 

While advertisers to women have suc- 
cessfully followed both the direct aim 
and the proved techniques of the women’s 
service magazines, advertisers to men 
(and to men and women together) have 
failed almost without exception to follow 
the lead of America’s most ardently read 
weekly. ° 

The advertisements reproduced here, 
from Life’s anniversary issue, are not the 
worst examples. As a matter of fact, the 
copy in Time and Life’s own ad is excel- 
lent—in a layout that breaks all of Life’s 
rules. 


Henrietta G. Davis 


pieces, and sure-shot prospect lists. 

With so many different types of work 
in production simultaneously there is a 
much’ greater-than-average probability 
of error because no two jobs are ever 
alike and almost everything is marked 
“rush.” In this business the greatest loss 
through error is not one of labor and 
material but the much more serious loss 
of good will with dealers and public 
which these promotions are planned to 
develop. 

Mrs, Davis keeps out of trouble by in- 
sisting upon a detailed analysis of every 
new campaign from a production stand- 
point. Each one is broken down into a 
series of the simplest possible operations. 
Then the gears of the organization mesh 
smoothly, each operation is performed in 
turn and the job flows smoothly through 
to the post office with seldom an error. 
Mrs. Davis believes that any organiza- 
tion which has been in business for as 
many years as Donnelley, can be tuned 
up to the point where many dissimilar 
operations can be in process at one time 
without excitement or confusion. 

Contests, the latest addition to Mrs. 
Davis’ department, were pretty much of 
a promotional headache before Donnelley 
and one or two other specialists entered 
the picture. They were selling goods, of 
course, and they had a recognized mer- 
chandising value. But their public rela- 
tions aspects had been very largely ig- 
nored, with the result that contests were 
sometimes harmful to their sponsors. 

It was the custom to advertise that the 
contest entries would be judged by some 
one or more famous personages. The pub- 


lic just did not believe that these famous 
people could take the time to read and 
evaluate hundreds of thousands of con- 
test entries which, of course, was true, 
but the advertisers did not offer any 
explanation of how the judging was ac- 
tually done. 

Even so, the public continued to enter 
the contests in very much the same spirit 
that they would buy a ticket for a lot- 
tery. Each one was willing to gamble 
the price of the product that his entry 
might be “‘picked out of the hat.” 

The Post Office Department, however, 
was not quite so broad-minded about it. 
Inspectors began popping up in the of- 
fices of contest sponsors and their adver- 
tising agencies and asking embarrassing 
questions. 

It was at the suggestion of one such 
advertiser and his agency that Mrs. Davis 
organized what Donnelley believes to 
have been the first really scientific con- 
test judging service. She devised a rating 
scale that enabled her judges to evaluate 
each entry on a “point” basis as distinct 
from the “personal preference” basis and 
so assure all contestants of comparable 
consideration regardless of which judges 
read the entry. 

The personal factor in judging was 
therefore reduced to a minimum, and any 
claims of “favoritism” by contestants 
could be met with records showing how 
each entry had been rated, or why it had 
been discarded. This method, in fact, per- 
mitted such a high degree of objectivity 
in the judging of contests that Mrs. Davis 
was able, upon being interviewed by a 
Post Office inspector, to rate an entry 
which he had picked at random from 
among tens of thousands within one per 
cent of the score that had been given it 
by one of her four batteries of judges— 
another Donnelley innovation. 

“All of our primary and junior judges 
are of college graduate caliber,” says 
Mrs. Davis. “The ratings given to entries 
by the junior group are re-appraised by 
the senior judges. All potential and likely 
winners are submitted for final judging 
to the executives of our direct mail di- 
vision. These executives are seasoned 
advertising people and we believe that 
this system offers the maximum of pro- 
tection to contestants and clients.” 

Mrs. Davis boasts proudly that no 
client has ever suffered monetary loss 
through a Donnelley judging error and 
no sincere complaint by a contestant has 
remained unanswered by Donnelley. Be- 
fore the introduction of the Donnelley 
service one advertiser judged his own 
contest and announced the winning en- 
try over the air. He immediately re- 
ceived claims from 21 contestants who 
claimed to have submitted that identical 
entry. Finally 11 of these claims were 
found to be justified and the sponsor paid 
off 11 additional grand prizes. Donnelley 
guarantees its clients against loss through 
any such error, but Mrs. Davis is not the 
least bit worried about ever having to 
pay. 

The immediate stimulation of sales is 
not, however, the most valuable result 


MOST FAVORABLY REGARDED 
16 26 w 


40 


AUTOMOBILE 
CHEMICAL 
COAL 

OIL 
RAILROAD 
STEEL 


{ aut THE SAME 10% 
\WO OPINION 6% 
\ 


AUTOMOBILE 
CHEMICAL 
COAL 

OIL 
RAILROAD 
STEEL 


FEEL HAVE MOST KNOWLEDGE ABOUT 
AUTOMOBILE 
CHEMICAL l, 
COAL 

OIL 
RAILROAD 
STEEL 
OOES ANY QO A PARTICULARLY GOOD ALL AROUND JOB ? 
AUTOMOBILE ao 
CHEMICAL 
COAL (: w tHtu 3% \ 


€ Same 12% 


1 NONE “% 
OIL MO OPION 34% / 


RAILROAD 
STEEL | 


o 
AUTOMOBILE 


| COAL 
| ow ( 


of a successful contest, Mrs. Davis feels. 
“A contest which pulls a million entries 
is a very successful contest,” she says, 
“but if that represented the sale of a 
million boxes of cereal, it would only 
mean three and one-third boxes for each 
of the 300,000 grocers in the country. 

“The larger value of contests lies in 
the opportunity which they provide for 
the sponsor’s salesmen to stock the dealer, 
stimulate point-of-sale activity, revive 
sluggish territories, and force whole-line 
handling by the dealer. A contest, to 
realize its full value, must have impor- 
tant dealer integration and now that the 
hazard of ill-will has been removed we 
may expect to see more and more use of 
this very potent sales promotion tool.” 

A New Yorker by birth, Mrs. Davis 
entered the Donnelley organization 
through the printing business. 

“T wanted to study law,” she said, “but 
my mother had old-fashioned ideas about 
women in the professions.” While the 
subject was still being debated, Mrs. 
Davis took on a job in the office of a 
printing house. To please her mother, 
however, she transferred to a women’s 
fashion house. Six months of this was 
enough and she joined her former print- 
ing boss who, in the meantime, had gone 
to the Brooklyn Eagle as manager of the 
job printing department. 

As his assistant she promptly met Her- 
bert Gunnison, owner and publisher of 
the Eagle. 

“T was only 17,” said Mrs. Davis, “and 
I didn’t know who he was. He sat down 
to talk and in a few minutes I was tell- 
ing what was wrong with the business 
and how I thought it should be run, 

“And then about a week later, I re- 
turned from lunch with a raging tooth- 
ache. One of the printers told me that 
rinsing my mouth with whisky would 
stop the toothache. He supplied the 
whisky and I rinsed. I shall never forget 
the expression on Mr. Gunnison’s face 
when he came over to my desk a few 
minutes later and got a good whiff of the 
toothache remedy.” 

Despite these experiences, Mrs. Davis 
became, in time, a close friend of the 
entire Gunnison family. When the Eagle 
was sold in 1929, Raymond Gunnison, 
one of the owner’s two sons, joined the 
Donnelley Corporation in New York and 
persuaded Mrs. Davis, a few years later, 
to join the direct mail division, of which 
the Donnelley contest division is now a 
part. 

Mrs. Davis thinks that contests will be 
used more and more in the promotion of 
good public relations. Since 1943 she has 
handled six such contests including the 
Pabst Brewing Company’s Postwar Em- 
ployment Plan contest. 

Living a few blocks from the Donnelley 
plant in New York, Mrs. Davis rises at 
five to handle her correspondence and 
read—sometimes works late into the 
night. 

Her hobbies are growing flowers and 
trying to raise corn in the miniature 
truck patch on her penthouse terrace. 
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‘Unsurpassed in 
Quality at any Price = 


“HONESTY IS OUR POLICY” 


The U. S. Gov. was our only cus- : 
tomer for Photo Reproductions 
about | year ago. Today we have 
many thousands of customers from 
coast to coast. Why? For the same 
reasons the Gov. selected us from 
leading studios in the country. Our 
genuine glossy Photo Reproductions 
are unsurpassed in quality at any price 
and we deliver what we advertise. 
No hidden charges, no negative charge, 
no extras of any kind. 

8 x 10's, Syec, 1000 lots; Gree, 100 lots 
Postcards $22 per 1000. Enlargement mounted 
on heavy board, 30 x 40, $3.85. 


We photograph any product $5 up. 
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U. S. Chamber in 
Move tor 5-Year 
Census Taking 


WaSHINGTON—An_ uphill fight 
for a Census of Business in 1947 
was quietly set in motion here 
this week when the committee on 
business statistics of the U. S. 
Chamber of Commerce endorsed 
census bureau plans for simultane- 
ous studies of business and manu- 
factures every five years. 

Rejected by the present Con- 
gress, the studies cannot be made 
covering 1947 unless the new Con- 
gress specifically authorizes them 
and then provides the funds. 

In supporting the new census 
program, the chamber group also 
advocated sample studies during 
off years to show economic trends, 
provided the director of the census 
announced the reason for the an- 
nual, or more-frequent-than-an- 
nual reports. 

Census Chief J. C. Capt had ad- 
vised the chamber a few weeks 


ago that there could be no Census 
of Business in 1947 unless the new 
authority is provided by Congress. 

From reports here, it appears 
that the administration is unwill- 
ing to approve any but the most 
urgent statistical studies, in view 
of the well publicized economy 
drive of the new congressional 
majority. 

Noting that the program elimi- 
nates three censuses of manufac- 
tures each decade, though adding 
one census of business, the cham- 
ber said it felt the new schedule 
would be in the interest of econ- 
omy of government, as well as 
more satisfactory statistics. 


Ramsey Joins Greenthal 


Clark Ramsey has resigned as 
advertising manager for Univer- 
sal Pictures to become a vice-presi- 
dent of Monroe Greenthal Com- 
pany, which maintains offices in 
New York and Los Angeles. He 
will have charge of the agency’s 
Los Angeles office, which handles 
West Coast advertising for Green- 
thal accounts, among them the J. 


|Arthur Rank - Universal - Interna- 


tion film interests. The Greenthal 
agency was originally formed this 
fall as the Monroe Advertising 
Company by Monroe W. Greenthal, 
formerly vice-president and direc- 
tor of United World Pictures (AA, 
Sept. 30). 


DuMont Makes First 
Receiver Deliveries 


DuMont Laboratories, New 
York, which has promoted its de- 
luxe television receiver line ex- 
tensively in national magazines 
since placing six models on show 
last spring (AA, May 20), is get- 
ting under the wire on Christmas 
season deliveries. The company 
placed large space copy in New 
York newspapers Dec. 8 to an- 
nounce the first deliveries. 

DuMont now expects, AA was 
informed, to deliver about 10,000 
receivers in the coming four 
months. The sets will be allo- 
cated to dealers in several cities 
where television is now available. 


Opens Industrial Agency 


Emerson H. Mook has opened an 


office at 5025 N. Main St., Dayton, 
as industrial advertising counsel. 


Business keeps booming in Worcester, more so in this city of diversified indus- 
tries than in any other New England metropolitan center. Bank debits, as 
reported by the Federal Reserve Bank, tell the story in terms of cold cash. For 
the first ten months of 1946, bank debits in Worcester increased 13.3% over 
the same period in 1945, a gain greater than in any other major city in New 
England. Business activity, as reflected by this increase in bank debits, is sub- 
stantiated by department store sales and numerous other figures to show that 
this $300,000,000 market is a bright spot 
among New England cities. You are assured 
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with a daily circulation in excess of 135,000 
and more than 95,000 on Sunday. 
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Gouge to Retire 
from BBDO; Plans 
Easier Life 


New YorK—“Fifty-five years 
is the ideal age to quit the agency 
business,” George F. Gouge, vice- 
president and a director of Batten, 
Barton, Durstine & Osborn, has 
always main- 
tained, and he’s 
sticking pretty 
close to his prin- 
ciple with the 
announcement of 
his retirement 
Dec. 31, at the 
age of 56. 

“It’s a young 
man’s business,” 
Mr. Gouge says, 
“because by its 
very nature it is 
a high pressure business. The 
agency man who carries a heavier 
load finds it almost impossible to 
let up and take things easy while 
still in che business. And too 
often, after reaching middle age, 
the continual high pressure breaks 
his health, forcing complete retire- 
ment, when a change in time to 
less strenuous activity could have 
given him many more valuable 
years of active business life. We 
have never set a retirement age 
at BBDO, but I am sure I am go- 
ing to enjoy many more active 
years in business by quitting the 
agency business.” 

Mr. Gouge joined the former 
Barton, Durstine & Osborn agency 
in 1921, and in 1926 was made a 
director along with the three prin- 
cipals. He was active in the mer- 
ger with George Batten Company 
in 1928, which put the second “3B” 
in the BBDO lineup. 


George Gouge 


Olds to Boost Space 


in Newspapers for 1947 


The Oldsmobile division of Gen- 
eral Motors Corporation, Lansing, 
Mich., will increase its newspaper 
appropriation for 1947. The 1947 
Oldsmobiles are scheduled to be 
announced in daily newspapers in 
January, using black and white 
principally, with full-color ads in 
Magazine supplements of news- 
papers, Campaigns in more than 
3,000 daily papers will be used 
to promote the new car, with 
emphasis on the Hydro-Matic 
drive. In addition, magazines and 
outdoor posters will be employed. 
D. P. Brother & Co., Detroit, is 
the agency. 


Names McCann-Erickson 


Refinerias de Maiz (Corn Prod- 
ucts Refining Company) has 
pointed the Buenos Aires office of 
McCann-Erickson to handle ad- 
vertising on Mazola cooking and 
salad oils, Linit starch, and Maidex 
prepared desserts, effective Jan. 1. 
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Stylepark to Freund 

Stylepark Hats, Inc., Philadel- 
phia, has moved its advertising 
account on both men’s and 
women’s divisions from Geare- 
Marston, Inc., Philadelphia, 10 
Morton Freund Advertisin§ 
Agency, New York. 


PARDON US 


Some New Customers 
Are Waiting For You 


if your business is something 
to eat or drink 
. or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invi- 
tation to buy.” For the Negro 
looks to his race press with con- 
fidence and loyalty. Your adve'- 
tising in these papers can wit 
the response and regular patron- 
age of this 7 billion dollar mr! 
ket. Get the facts on some of t!° 
success stories built by advert's- 
ing in this live field. Drop a let 
ter or post card today to 


Interstate United Newspapers, !n¢: 


545 FIFTH AVENUE, NEW YORK 
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BED COPY GOES NATIONAL—One 
of six ads placed by The Hecht Co., 
Washington, D. C., which were so suc- 
cessful that the series will be offered 
through a franchise plan to local retail- 
ers throughout the U. S. by the Na- 
tional Association of Bedding Manufac- 
turers. 


Bedding Group 
Boosts Hecht Ads, 
Launches Survey 


CuiIcAGO—So_ effective was a 
six-ad series aimed at the bedding 
replacement market by The Hecht 
Company, Washington, D. C., that 
through an arrangement with the 
National Association of Bedding 
Manufacturers, the ads will be 
made available to selected retailers 
throughout the country. 

At the same time, the 
tion announced that through its 
official publication, Bedding Mer- 
chandiser, a survey will be made, 
beginning shortly after Jan. 1, to 
determine the 
starting manufacture of a second 
standard size bed which will be 
longer than the present standard 


Win $500 
for the best answer 
to 


“THE HUCKSTERS" 


What is your answer to “The 
Hucksters’’? For the best refuta- 
tion, the First Advertising Agency 
Group offers a $500 cash prize. 
Someone who really knows adver- 
agency men will win it. 
Why not you? Just follow these 
simple rules. 


CONTEST RULES 


|. Contest is open to anyone engaged 
in advertising, except employees of 
First Advertising Agency Group agen- 
ties and their clients. 


tising 


2. Your entry must be at least 50 
words and not more than 200. It 
should present a constructive picture 
of the advertising agency business and 
its relations to the American economy. 
Mail your entry to First Advertising 
\xency Group, 223 Fourth Avenue, 
Pittsburgh 22, Pa., postmarked not 


lacer than December 31, 1946. 
ges will be Mr. S. R. Bernstein, Editor, 
ertising Age; Mr. ReGinatp CLouGH, 
r, Tide Magazine; Mr. F. C. Kenpatt, 
Adverti ising & Selling; Mr. Exvpripa: 
st Editor Printers’ Ink; Mr. 
eEY OppenneiM, Editor, Western Ad 
ng 

ries become the property of the First 
sing Agency Group with the right to 

Vo entries will be returned. 

= = - 
FinsT ADVERTISING AGENCY Samm 


LG. 


FIRST ADVERTISING 
AGENCY GROUP 
) Fourth Avenue, Pittsburgh 22, Pa 


sers and Agenc les are invited to 


for soklet about F. A. A. G opera 


~~ 
~ 


associa- | 


practicability of | 


size. 

The Hecht copy will be offered 
to dealers in the association’s 36 
zones extending nationally through 


|a franchise arrangement whereby 


| there will be no conflict in retailer 
advertising. Franchises will be 
decided by lot among the associa- 
| tion’s 650 members located in each 
|zone. Although retailers will foot 


the bill for space, the association | 


|/will make available necessary 
'mats, electros and artwork. 
Aimed at “waking up people 


who do not realize how old and 


be needed 


unsatisfactory their present equip- | longer beds actually is started. 


ment is,” the Hecht campaign ap- 
|peared in the Washington Post 
|during the period from Sept. 16 to 
| Oct. 3. 

In making its survey of the pos- 
sibilities of making a second stand- 
ard size bed, the association ex- 
pects to reach about 20,000 re- 
tailers. They will be queried about 
‘the advisability of stocking extra 
size sheets, blankets and other 
|bedding equipment which would 


Georgia Power Ups Kling 


Joseph W. Kling, a member of 
the advertising department of 
Georgia Power Company, Atlanta, 
has been made advertising man- 


ager, succeeding James M. Staf- 
ford, who resigned to become di- 


rector of advertising and pub- 
licity of the United Light & Rail- 
ways Service Company, Kansas 
City, Mo. 


if the manufacture of | 


45 


| RCA Promotes Hopkins 


A. R. Hopkins has been named 
manager of communications and 
electronic equipment sales for the 
RCA engineering products divi- 
sion. Prior to the appointment .he 
was regional manager of the de- 
partment for the Chicago area. 


Sargent Promotes Foster 


William H. Foster, advertising 
manager of Sargent & Co., Des 
Moines, has been promoted to 
sales manager. 


miles 


Represented by: O’MARA & ORMSBEE, 


| poy high up in Seattle skyscrapers 
you can see great ships of sea and 
air bound for the Orient and Alaska. 
Around you is a panorama of great 
buildings, thousands of homes, streams 
of traffic—the signs and sounds of a 
Great City. Railroads serving Seattle 
will soon have swift new streamlined 
trains. Airlines are adding more big- 
ger, faster planes to the East, Alaska, 
and the Orient. 
America’s first 15 markets. City zone 
population is over half a million, with 
another quarter 


Seattle ranks among 


million within 20 


of downtown Seattle. 


Inc. * NEW YORK =» 
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The SEATTLE TIMES is Seattle’s Favor- 


ite newspaper . 


. by all odds the number 


one advertising medium in this great city! 
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National Batte Bu elected president of the new com- Th Ad ss M k Pl] All 
“A h Buttes; pany. Kenneth Dawkins, with e Advertising Market Place — f 
onarc attery National Battery Company, has | fhe rates for this department are as follows: “Help Wanted,” “Positions $7 500 00 He 
Monarch Battery Mfg Com-| been named vice-president, and| Wanted,” “Representatives Wanted,” and “Representatives Available,” ’ 
; ; |Th N. Telf f ] 1 10 cents a line, minimum charge $2. Figure bold face heads 25 letters 
pany, Kingston, Ont., has been | *+0mas N. telier, formerly sales! ind spaces per line; light bodyface 84 per line. Box numbers add two bE 2 O M OT | O N Li 
purchased by National Battery | Manage of Monarch, will serve) ines. Terms cash with order. Forms close Thursday noon, 11 days preced- 1s 
Company, St. Paul. A new com-| _the new company in the same ca-| ing publication date. Display advertisements take card rates. 2 
pany, Gould Storage Battery Ltd.,|Pacity. Stevenson & Scott, Mon- MANAGER NE 
has been formed to carry on oper- | treal, has been appointed to handle | HELP WANTED HELP WANTED far 1 
ations in Canada. Kingston will | the advertising. FRED J. MASTERSON ADVERTISING SPACE SALESMAN F ‘ eap 
continue to be the headquarters | —_————— Advertising & Publishing to represent group of three hard- Leading national trad: secor 
f facturi d les D J . Y Personnel hitting industrial publications in . 7 Abe 
> recep aculring ana sales ac- eegan o1ins oung Placements of on <7eee with leading = Bane lang tr a agi oo magazine group in Nev Nov. 
ivities. ‘ +s organizations Must represent exclusively. refer : ran 
Brig. James Mess has been er eaten ee a 185 N. Wabash Ave., Chicago man poatveng 40 with eoeees advertis- York City wants an aggres I aa 
Pe, iecaaiaean ae ea ing sales experience. ggressive, * ‘. LO} 
Robert R. Young, chairman of the INDUSTRIAL SPACE ambitious man wanted. Write giv- sive promotion man, abou’ NA 
salesman. Travel Mid-western ter-|jng fy] articulars . ’ 
boards of Chesapeake & Ohio} rj e IE ps eed . ing full particulars. 
J ritory. National publication. Good Box 8609, ADVERTISING AGE 35, with heavy merchan- on a 
Lines and the Allegheny Corpora-| pay and excellent future. Furnish} 190 E. Ohio St., Chicago 11, Ill. es ' 90.4. 
tion. In addition he had been cd, Ft rite giving complete | — hvgn@risiNG & PUBLISHING dising and agency experi. 15 lis 
named director of public relations B 8 ie! "E ~ ALL TYPES OF POSITIONS . ’ . 
: 30x 8544, ADVERTISING AGE — vail h ence, to generate ideas ani! Me 
of the C. & O. Lines and will also 100 E. Ohio St., Chicago 11, Ill. Placements anywhere in the : 
PLACEMENT AGENCY | 2 ‘lc ©. | nes and will also | _100_B._Ohte St. Chicago 11.1. _ United States seduce hhasdhiiting ad. [awake 
a es ae ina eon mean SPACE REPRESENTATIVE GEORGE WILLL far. 200 Chie P g a few 
wl imbDa ompany,|Unusual opportunity for qualified =e Ss. State St., Har. 2063, Chicago verti i romotio 4 des 
Headquarters since 1920 for || where he has been vice-president. |$alcsman to, represent leading In| COPY WRITER for direct by mail || Vou RINE BROme Oe ee |gerom 
ADVERTISING PERSONNEL | _.. seen ay RR ner adda ti Tester | sales letters, folders, and help, with || paige, Job requires thor- [purr 
Directs U. S. Radio Unit cago. We seek an experienced man | and supplies for Protestant Sunday ough knowledge of all! and | 
Executive © Copy ® Art ® Clerical with the urge to build himself a| Schools. Opportunity to join highly . into 
John R. Sheehan, formerly man- | future in a proven field. .q~ | Progressive promotion department media. : 
Resumes requested before registration f WGFM. FM stati : Box 8610, ADVERTISING AGE of largest independent religious First 
on all executi iti ager 0 , station in 100 E. Ohio St., Chicago 11, Il 2 = mw 
cutive and copy positions. Sch tad N. Y.. has be , ue n 1 VY 5 os : publisher. Located 35 miles N.W. of iS d " dersl 
420 Lexi A chenectady, N. X., Nas been ap- YOUNG RESEARCH MAN Chicago. Reply giving education, end resume to: ‘Bab 
exington Avenue pointed associate chief in charge | grounded in retail merchandising, | €XPerience, age and salary desired. - _ 
New York 17, N. Y of the New York office of the in-| statistics and accounting. Knowl- Elgin, IN, COOK PUBLISHING CO., Box 6620, Advertising Age Lis 
ieiseten 2.2062 ternational broadcasting division | hee 2p * bide a 5 Fe gps oe s te- | SS 330 West 42 Street porte 
“ stics, by national association. SITIONS WANTED | 
of United States Department of | "35x" sé23, ADVERTISING AGE |, bm ae ts A New York 18 New York |use \ 
State 2 > 8 Siione TRADE PAPER E 2DITOR interested 
> 100 E. Ohio St., Chicago 11, Il. i. 2. vinnie 
= in new connection, NYC area. Solid vious 
background; sharp perspective; good a vel 
| newshawk; fast rewrite; able re- m< 
porter. Minimum $5500. ratin 
Box 8612, ADVERTISING AGE Nov. 
330 W. 42nd St., New York 18, N. Y. a 
A REAL ADVERTISING Aybite 
SALESMAN AVAILABLE NOW AVAILABLE successful Pub- icur 
To sell your space-agency service- lic Relations, Sales Promotion and repol 
printing. Chicago and Midwest. 20 Advertising executive. For ten 
| yr. success in syn. adv. services ° d with f < 
(Units $1000 to $25,000). Fine edu- years associate _ Wan One © = 
i cation. Good personality. Dynamic. America's largest industrial cor- TI 
Aggressive. Want high com. with porations as Advertising Director a 
sub. draw with firm who wants big ; d E “sie was 
increase in 1947 sales. Avail. Now. Experienced Account Executive. vell 
Box 8622, ADVERTISING AGE Fully informed on Consumer, Farm . 
100 E. Ohio St., Chicago 11, III. and Industrial Markets with good he s 
MAN. FRIDAY—What can J do for knowledge of foreign trade. Can Th 
you in Southern Calif.? Exp. adv. p | | d Prt : 
man. Writing, planing, merchandis- prove invaluable to advertising Fred 
ing, representation, agency branch. agency or manufacturer. Jack 
Have attractive offices. Les IL. Rob 
Finkle, 408 S. Spring, Los Angeles. Box 6622, ADVERTISING AGE Fibbe 
AGENG Y ACCOUNT EXECUTIVE 100 E. Ohio St., Chicago 1, Ul. har] 
Wants opp. with busy agency who Radic 
F’ Pi needs strong outside contact man. i. , 
Knowledge all mediums, creative dapees 
' idea mind, good copy and a CLOSER. Walt 
Box 8624, ADVERTISING AGE Red 
If ] t a ti 100 E. Ohio St., Chicago 11, Ill. Amos 
awyers wWwro e a ver sements RE 3PRESENTATIVES | AVAILABLE A LAZY Ady. Pioduction Man! ele 
TEXAS: for business publications— p : | 
industrial, trade and class groups. Works rapidly to get done. Works ac- wl s 
Advertising handled entirely for re- || curately not to do it twice. Learns ulfy 
| our mame would appear like this... PO shee” teat || Sa See 0k Se Sey anaes. Pee as 
Austin, ‘Texas. Phone 2-1796. oe x § B gpa Pps. me — - In 
—o = that’s yours! , nwspr. & agency exp. Urug 
SCELL G Ss 
__MISCEI LANBOU : Box 6623, ADVERTISING AGE jume 
AGRICULTURAL ART — Layout, W. 42nd k 1 Y 
SC eee ye tH Ds Pe ee Photography & Illustration. A dec- | 330 W. 42nd St., New York 18, N. Y. prev] 
re ade of service to a fastidious clien- | Ten 
tele. John Andrews, Service Life 
Bldg., Omaha, Nebr. to H 
PRODUCTION MANAGER — lay 
Ss ame 
Names Bjorksten nietine ane ee on 
‘ ; : tinting and publishing background essen- at 
Rhinelander Paper Company, tial; to coordinate efforts of art and pro- an 
Rhinelander, Wis., has named anes. PR mete mae. Bastseurs ane | Bi 
e e ) ~ 6 |Bjorksten Laboratories, Chicago, mncery Coperiments. Must Be thoroughly es 
: || experienced in all phases. Excellent op B 
| to conduct a research in the fields || portunity for right man. | 
| of development and improvement | Box 6624, ADVERTISING AGE ne 1 
\ ] | of specialty paper products. || 100 E. Ohio Street, Chicago II, Illinois for tl 
| I th 
} ortir 
| To} 
Back: 
‘ an ht 
* Our attorneys point out that careless people (who really know T Wher 
better) may sometimes refer to all vacuum bottles as ‘'Thermos.” Rome 
Breal 
It’s a fact, however, that only one brand of vacuum-insulated ; 2 
products (manufactured by The American Thermos Bottle Com- Breal 


A “High Spot” Market in Porth 


pany) may rightfully be referred to by the registered trade name 


“Thermos.” And since it’s a brand name—a coined word —it’s 


always spelled with a capital T. 
THE AMERICAN THERMOS BOTTLE COMPANY, NORWICH, CONNECTICUT 


Thermos Bottle Co., Ltd., Toronto 


Thermos Limited, London 


Bc THERMOS gs 


TRADE MARK REG. U.S. PAT. OFFICE 


INDUSTRIAL =| 
VEN ENGLAND | 


273 diversified manufacturing firms make possible an annu: 
payroll exceeding $75,000,000.00 


FALL RIVER HERALD-NEWS 


a FALL RIVER, MASSACHUSETTS a 
aeseenl Nationally by KELLY-SMITH CO. 


New York Philadelphia Chicago Detroit Boston Atlanta Son Francisco 
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Allen Again Tops 
Hooperatings; 
Listening Gains 


gram beginning Jan. 1. The cam- 
paign will feature exclusive “Life- 
tone” innerspring units used in 
Sylcon mattresses, box springs and 
sofa beds. Gotsch & De Ville Ad- 
vertising, Chicago, has been ap- 
pointed to handle the advertising. 


000 with the additional shares re- 
served for officers and employes 
of the company. The company’s 
capital stock was increased to $4,- 
700,000. 


To Shappe-Wilkes 


. New YorK—Fred Allen, never : | The Curtainmaster division of 
R far from the top of the Hooper Increases Capital | Atlas Handee-Pak, Inc., New York, 
heap, is back astride it for the The capital structure of the | has appointed Shappe-Wilkes, Inc., 

de second time this season in the World Publishing Company, of that city, for forthcoming ad- 
* Nov. 30 report. His Standard Omaha, publisher of the World- vertising in business papers, na- 


Brands show on NBC, fourth from Herald, has been increased $100,-| tional magazines and newspapers. 
Jia , | 


top in the previous Hooper report 
ut (AA, Nov. 25), moved out front 
a jump in rating from 25.2 to 


an- 0! a 
. 29.4. Mr. Allen last led the First | 
i 15 list on Oct. 15. ; AMBASSADORS—Ben James, president of Philly's Poor Richard Club, seems | 
mc Meantime, the Fitch “Band-| content to be surrounded, while Edith Hawk, president of the Philadelphia Club | 
ad wagon,” which the sponsor likes| of Advertising Women, presents a certificate of appreciation to Samuel Gold- | o you knou: that 
despite recent rumors, climbed wyn's six Ambassadors of Fashion and Beauty for the success of their recent £ 
1m - from twelfth to seventh place. good-will tour of the British Isles. The presentation, taking place Nov. 12 ata the 50 years of automobile design offer 
or- Burns & Allen, “Duffy’s Tavern” joint dinner meeting of the two clubs, is received by (left to right) Diana | ¢ = 
all and “Take It or Leave It” moved Mumby, Karen X. Gaylord, Mary Ellen Gleason, Irene Vernon, Mary Brewer | almost a perfect parallel to what's now 


into the lower brackets of the and Martha Montgomery. 


First 15, supplanting “Great Gil- 
dersleeve,” Judy Canova and 
“Baby Snooks.” 


happening in furniture designing ? 


Read the December House Beautiful 


| the United States and organized | 
by Wallace H. Englehardt, presi- | 


Plans Bedding Drive 


e istenin > nee The newly formed Sylcon Bed- | dent of Sylvan Lee Products Com- | a 
: fe ietnin pa I tl ding Group, consisting of 51 mat- | pany, Chicago, will launch an ad- | = 
: 8 tress manufacturers throughout 'vertising and merchandising pro- | a 


ork use was 32.3, up 0.4 from the pre- 
vious report, up a good 2.6 from 
a year ago. The average evening 
rating was 10.3, up 0.1 from the 
Nov. 15 report, up 0.9 from a year 
The average available home 


ago. 


>ub- figure was 80.1, up 0.4 from last 
-s report and up 0.9 from last year. 
en 
of Sponsored Time Moves Up 
a The total sponsored hour index 
my was up from 71% to 71%, but 
ese well under last year’s 81% for 
‘cod the same period. 
Can The First 15 evening shows: 
sing Fred Allen .... hie See eae a 
jack Benny 27.9 
Sete NED rob aio, de Ria ee 27.4 i 
GE Fibber McGee & Molly ......... 26.4 oe 
a CRAPIG BECCRPIOS is oesiess ctr 24.9 
PSO RP PPOMOOE oxo u.6y Sa eee 23.2 
ase bandwagon ..... 22.8 
Walter Winchell 32.7 
mo— Bed Skelton ..............02.. 20.7 
te lee eee “Oo 20.6 
|M@screen Guild Plavers .. iss BOcn 
Man! Mr. District Attorney .. Terra. ft . 
m7 
ks ac- Burns & Allen ...... 18.3 7 
Learns Duffy's ey se 18.0] 
Pro. Fake It or Leave It ... : 16.8 | 
me — In the daytime tally, Sterling 
y exp Drug’s “Backstage Wife” on NBC | 
E jumped from 20th place on the| 
N. Y previous report to lead the Top 
Ten list with a 7.3 rating. “Right 
to Happiness,’ which headed the 
i laytime list Nov. 15 with 7.7, 
ame in second with a 7.1, tying 
essen- When A Girl Marries.” Ameri- 
. pre an Home Products’ “Just Plain 
oughly Bill” jumped from 16th to seventh. 
nt op- 


“Breakfast in Hollywood” made 
E the Top Ten in two places—sixth 


JOHN COWLES « President MORNING & SUNDAY 


IMlinois for the Procter & Gamble segment 
if the show, ninth for the Kellogg 
——— | Mm Dortion. 
Top Ten daytime shows: 
Backstage Wife .. riria are tara a F 
‘icht to Happiness .. ; Joae oem 
When A Girl Marries ........... 7.1 
Young Widder Brown .......... 6.9 
lance of Helen Trent ....... 6.9 | 
| ikfast in Hollywood (P&G).. 6.8 e ae 
PH CRED a6 civcccckscens ss. OE 
Tk ~  pedeeeppetprenenes : List these jewels among your assets 
> 1S SPIE Sedowsete cence hes 6.7 
Breakfast in Hollyw'd (Kelloge) 6.7 > . : . “1: ’ : : 
Portia Faces Life ............ 6.6 There are 11 full-grown lakes with- and literacy, in skill and stability. world’s most respected engineering 
—— in the city limits of Minneapolis. A million of these people live in firms says, Bdge great —_— pel 
é . * > nesota is the unique skill and in- 
To Jud There are 11,000 lakes in the and around Minneapolis and St. ; a . 
on = I “ pha State of Minnesota. Paul. More than a hundred thou- telligence of its people. 
> New Yor ock Exchange um ae “ specific i ati 
ll make an award next spring In and around these lakes the Sand live in Duluth, at the “head of Pe: eee tgoored ls ores nsanrnaang 
the best annual financial re- ducks fly, the fish swim, the pheas- the lakes. Others live and work in about able, pro —— or pape 
ort submitted by a _ Junior ants and ouse slip through the beautiful small cities, many of which write us and we ll tell you all we can. 
\chievement company. Junior : gr . alread important manufactur- Or better still, if you can spare a few 
a3 and the d d t already are imp 
Achievement firms are private grass, and the deer come down to : davs. c nd look things over f 
prrnitices ; ; a ing centers. ays, come a oO ings over for 
sinesses organized and operated the water. , ys ourself. We'll be glad to show you 
teen-age boys and girls, and | Among these lakes men and women If human skill and dependability eee a 8 , y 
onsored by Junior Achievement, F : he hl od ‘lis d ‘ties are essential in your business if you around. P 
Inc, New York, with the backing live in highly civilized communities , tage egg a 
the National Association of with fine schools and symphony are producing artic es of high value ei 
\anufacturers. There are about orchestras —with the wilderness and low weight like the nationally 4 MORE THAN = 
0) such firms operating now. never more than three hours away. known knitted apparel lines manu- 2S nem 500.000 N d . be 
a Verv nice, but how does this con- factured in Minneapolis and eight x 4 Fey © s un ay Cg peas 
= Crowell Elects Yocum cern you? In a logical and important smaller Minnesota cities by com- 3 400 (00 ) 1” ‘si a 
R. W. Yocum, with Crowell- way. panies such as Munsingwear, Inc., A a 
lier Publishing Company since at ace isaac and Strutwear, Inc., and Kickernick, in th 
Sand advertising manager of What we have described is a way A ; ee aos Paul Bun a a 
Collier’s since 1939, has been of life. It has attracted and held a Inc.—it may pay you to get to y 
&ccted to the board of directors. people unusually high in intelligence know these Minnesotans. One of the 
: pejpeianatansiimcinds 
Clippings’ Takes Ads ° ° . ° . 
lippings, official monthly news- Minnea olis tar ~ & & nnea 0 IS Tl une a 
of the Publicity Club of . 
™ York, will accept advertising, | 


EVENING 


nning with the January issue, 
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To Give Magazine Info 

Magazine Weekly, New 
newsweekly for the magazine pub- 
lishing industry, has opened a 
Magazine Information Center at 
146 E. 39th St. to deal exclusively 
with all types of consumer and 
business magazines. Inquiries will 
be answered by personal visit, 
telephone (Mu 3-3953), or mail 


(P. O. Box 139, Station F., New | 


York 16). 


Mrs. Underhill to Y&R 


Helen Bridge Underhill, for 
four years account executive of 
St. Georges & Keyes, New York, 
planning and_ styling 
fashion advertising for Bonwit 
Teller of Philadelphia, has joined 
Young & Rubicam, New York, as 
an account executive. 


ALMANACS! CALENDARS! 


(Used Daily Throughout the Year) 


PRINT YOUR OWN ADVERTISING MEDIUM 
We supply complete copy for U. S. and 
Foreign Countries — Astronomical and 
Astrological Data, Weather Forecasts, 
Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


York | 


national | 


Penn Yan, New York 


‘Hixson Opens Branch 


Hixson-O’Donnell, Advertising, 
New York and Los Angeles, has 
opened a new office in Palm 
Springs, Cal., to handle advertis- 
ing, publicity and public relations 
for the desert resort Chamber of 
|Commerce. Robert B. Wolcott Jr. 
has been appointed publicity di- 
rector of the new office. 


Five Name Seidel 


Seidel Advertising Agency, New 
York, has been named to handle 
the advertising of Braxton Art 
Company, picture frames; Brands 
Radio & Electrical Appliances, 
Inc.; H. Wasserman, jeweler; 
‘Schoen Novelty Company, and 
Havana Mail Order Cigar Com- 
pany. 


Offers New Training Book 


“The Preparation and Use of 
Visual Aids,” written by Kenneth 
B. Haas and Harry Q. Packer, is 
a new book just published that 
presents visual aids which can be 
used in any training situation. 
Emphasis has been placed on 
where to find, how to prepare and 
how to use these aids. 
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Sugar Rationing Setup Follows | 
John L. on Court Docket | 


WASHINGTON — Immediately be- 
hind John L. Lewis on the sched- 
ule of the Federal District Court | 
here this week was Maplewood 
Dairies of Neenah, Wis., with a 
complaint which threatened to put | 
a stop to sugar rationing as it is | 
now set up. | 

Like Publicker Industries, which 
successfully attacked “historic| 
base” grain quotas for distillers, | 
the firm contended that it is illegal 
to deny it sugar merely because 
it was not an industrial consumer 
on a particular date in the past. 

Possibly, as in the Publicker 
case, the government will want to | 
negotiate a compromise settlement, 


By STANLEY E. COHEN, Washington Editor. 


for experts feel keenly that sub- 
stantial confusion would sweep 
consumer and industrial markets 
if sugar rationing ends with stocks 
as they are. 

By April, they feel, this country 
will begin to benefit from an esti- 
mated million extra tons of Cuban 
sugar which is coming our way. 
With Europe restoring its sugar 
beet crop, experts see an increase 
from the current 60% of base 
period usage to 70% in April, with 
further increases to follow. 


co % 

State Department may seek to 
escape the feuding surrounding 
conduct of overseas propaganda 
by turning over responsibility for 
shortwave broadcasting to a 
“foundation” controlled by private 


Profitable Control 


FOR ADVERTISING AGENCIES 


— Paar | 


<a ae 


i es 
** . 


. 
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An IBM Service Bureau where agency accounting, and sta- 
tistical work is handled quickly, accurately, confidentially, 


Through the use of IBM Electric Punched Card Accounting Machines, all 
advertising agency accounting functions can be handled with speed and accuracy. 


Close control over profits is effected; most efficient handling of accounting 
and statistical work is assured. 


Market research data and sales figures may also be analyzed through the 
medium of punched cards. 


Installation of IBM Machines may be in your own offices, or their benefits 
may be secured through the facilities of an IBM Service Bureau (branches in 
principal cities). 


IBM 


ELECTRIC PUNCHED CARD ACCOUNTING MACHINES 
AND SERVICE BUREAU FACILITIES 


ELECTRIC TYPEWRITERS «+ + 
TIME RECORDERS 


PROOF MACHINES <: « => 
AND ELECTRIC TIME SYSTEMS 


international Business Machines Corporation, World Headquarters Building, 590 Madison Avenue, New York 22, N. Y. 


|individuals. In private hands, 
'37 powerful transmitters es 
the stigma and repercussion$ 
|rounding “official” spokesmey 
| Since shortwave is unprofitc! 


| the government would continu tf GON 
| foot the bills. 

2 SA! 

ea efin! 

Harmony between FCC ang akin 

broadcasters, supposedly signa|leg ig h 

in monthly luncheons invol) inoff moth 


NAB and Commission “bigw. zs” 
is upset by a new FCC quest 
naire which proposes to pry p1 
deep into station pay scales. 

picious of avid labor support fo, 
the form, broadcasters are arguin; 
that FCC should leave tabulatio; 


of this sort of data to someone ded 
—possibly the Bureau of L: 
Statistics. 


ne 3 ae 


Christmas toys and decorat 


Ons 


|}are arriving from Germany and Mrs 
| Japan just in time for limited dis- , 
\tribution to this year’s market. of t 
|Since private firms cannot tradeMq “ W 
with the enemy, goods are im- Adm 
| ported by the U. S. Commercial © be 
|Company, an RFC subsidiary, and , 
sold to bidders. Profit on sales is Ag 
credited toward maintainance costs level 
of occupation forces. eng 
| , form 
| Senate small business commit- 
'tee investigators, out to study 
| problems of small publishers, prick ‘ a 
|up their ears at reports that news- Keer 
|print producers are cutting of “pee 
‘many of their distributors. p 
news of impending suspension sects 
|roll in from weeklies, labor papers W — 
and foreign language papers, staff — 
members and Senators are wonder- as 
|ing how to keep these papers re 
| business, 3 
| exch 
| Now that they are to be respon- a9 
| sible for the Congress, Republicans] jy. | 
/are already finding it necessary t ai 
tone down .pre-election promises.@ onit 
Not that the pledges won't be ful- ow 
filled, but there are now such re- In 
alities as which comes first: tax orf erin, 


budget cuts? Moreover, Sen. Alex-& o¢ 
ander Wiley, chairman of the GOP 


Senate steering committee, reports he 
that it may take time to end thelM ¢.4 
war (legally), because some 5I seth 
separate laws are involved. M 
* Ta 
Agriculture Secretary Clintongj *©@" 
Anderson, groggy from paying™ °’ 
nearly $80,000,000 for unwanted Cac 
surplus potatoes, suggested a 
Congress excuse him from sub- ES 


sidizing farmers who grow 


than they are supposed to next 
vear. At the same time, he said 
grain is sufficiently plentifu 
that restrictions on flour, an 


brewers and distillers, can be 
laxed. 


As FCC questioned the ethics 0} 
transcriptions which lead listé 
ers to believe the prograi 
“live,” Commissioner E. K. 
sheepishly confessed his v 
speaks from one which begins 


have in our studio a member ' 
the FCC...” One sympatiet 
associate comforted him by —9- 
gesting it would be legitima ty t 
he made it a point to be pr if n 


whenever the transcription is 


the MARKET DATA BOGA! |: 
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» he * = ; Hastings Mfg. Company and Casite| starts with a definition of overload | lication, Truck Sellin impli , 
eSCape No Time to Knit, Issues Plastic Manual i .| Corporation, Hastings” Mich. At | and points out its danger as a fac- The second salting’ hal ee 
a oo Meyercord Company, Chicago | Keeling he served as account ex-|tor in successful truck merchan-| Studebaker Truck Analysis guide 
rmen, Grandma Runs decalcomania manufacturer, has | ecutive on both the Hastings and|dising. The booklet is a supple-| which simplifies determining a 
fite dle Ahvsnenby cha egg edhe ptr Casite accounts. ment to the truck division’s pub-| prospect’s equipment needs. 
mu> tol AN Ad Agency application of the firm’s wood and | | ; 

San FRANcIsco—Grandmother is|™arble re-creations in__ plastic | Studebaker Prepares Two PICKS UP AND DELIVERS 
efinitely not out in the kitchen | Veneer: Merchandising Aids | AWD Anything from a letter to @ truckload 
C anaf§ baking cookies, nor is she spend- . . Two merchandising aids, 7 shipment. Rush delivery of anything 
sne ile ing her time knitting. This grand- Appoints Collins ‘signed for use by fia vated 2 BONDED SPECIAL cans  Senege 
‘Ol ing mother, surprisingly enough, is Don H. Collins, formerly execu-|men, have been published by | DELIVERY SERVICE relige sitio sen 
SWias busily operating | tive vice-president of Keeling &| Studebaker Corporation’s truck di- | Messengers @ Cycles © Care © Trucks tracking neal 
est on. a direct mail ad-|©9°-, Indianapolis, has been ap- | vision, South Bend. The first is a t 
pretty vertising agency. pointed director of advertising of booklet entitled Overload, which || PHONE DEL. 1234, 412 N. Wells St., Chicago 
. Sus. While this may 
rt fo} not be the gen- 
rguing eral pattern of 
ulatior activity for most 
ne else grandmothers, it 
Labor appears to be a 
successful one for 
45-year-old Mrs. 
rations Adeline I. Keen- 
‘al Mrs, A. Keenan an. Grandmother 
sd dis. Keenan got part 
nario: My Of the funds for starting Keenan 

th ‘ae & Walker through the Veterans | 
‘im. Sdministration, for she was also | 
nercial a Wac. ; ee 
"y, and Keenan & Walker is specializing | 
ilne ie in producing individually-typed | 


letters in large quantities so that 
business men may dispense with 
less personalized mimeographed 
form letters. 


ym mit- Was With Air Wacs 


"e COsts 


sees Being a Wac helped Mrs. 
news. Seenan form the idea of the new | 
ng of business. “I got the idea when | 
_ sell I was a typist in the documents | * 
sasions section of the Los Angeles Fighter 
papers Wing of the Air Wacs,” she ex-| 
s, staff plains. 
onder. After her two-year tour of 
sae duty, during which she packed | 
parachutes and managed a post! 
exchange as well, Mrs. Keenan 
felt little enthusiasm for continu- 
€SPON- ing her prewar occupation of be- 
blicansH ing a housewife in Glendale, Cal., 
sary (0M where her daughter, Mrs. Dorothy | 
TET Smith, and her granddaughter live | 
e ful- anu, 
ich re- — | 


Instead she hunted up Kath- 
erine Walker, a former employe 
Alex-@ of the California Chamber of 


> COP m = ‘ 
€GOPM commerce. Years ago Miss 
reports 


Walker’s and Mrs. Keenan's 9 7 
" the @ fathers had been in business to- 1 A W, ! L L B E A N 
ve ON @ cether in Iowa. 


Mrs. Keenan and her partner 
‘ranged a G.I. loan for $3,000, 
“linton§g Searched for office equipment and , a 
paying 2Y December, 1945, were almost 
ranted eady to go into business. Neces- (‘COL’L 
1 that ary office equipment, including 


tax or 


three automatic typing machines, 
rrived in time for the office to 


| next De opened last April 1 at 461 Mar- The new cars didn't come through—so the old cars have to. In spite of the fact that 
e saidg™ Ket St. their average age is over 9 years and their mileage figures are astronomical, they 
sey have to keep running—and that is why 1947 will be an automotive maintenance 
be year. 


FIRST In Importance 
Will Be 
Car Dealers and Independent Service Stations 


—and they are the outlets, nearly 65,000 strong, who subscribe to MOTOR AGE. 


ber OJ The Dallas woman is renowned 5 

NOTE) Sas tinciihis ‘Sint aadeeeh pulbiel These men will keep 32,500,000 cars and trucks on the road, and they likewise will 

sate ME] tolls eeabeeniad be ened dete | sell and service whatever number of new cars are manufactured in 1947. 

resent || no more than good grooming. | These are the men who will buy, sell and use the parts, accessories, supplies, tools, 

ates She is ever on the alert for new shop equipment, etc., which you and other manufacturers will produce for the auto- 

.. 2 beauty preparations and advice, motive after-market. 

_— and she turns to the pages of the On the basis of such readership MOTOR AGE suggests that it should be first on 
| woman's section for the latest your automotive business magazine schedule in 1947. 

if {| || news about cosmetics, toiletries 


ee | Chestnut and 56th Streets * 
i Sis eciciaaie. Sh bile, | Philadelphia 39, Penna. : 
cool A CHILTON Publication 

© 


orem 


THE DALLAS 


TIMES 
. | HERALD 


DALLAS’ GREATEST NEWSPAPER 
10 Represented by ¥ 
—_ HE BRANHAM COMPANY 
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Launches Crutch Drive 


Aluminum Folding Crutch Com- | 


pany, Los Angeles, has launched a 
national campaign in consumer 
and trade publications to promote 
its new Wing adjustable-folding 
aluminum crutch, which with a 
turn of the handgrip folds and can 
be used as a walking cane. The 
list of consumer magazines to be 
used includes: The American 
Weekly, Collier’s, House & Garden, 
Life, The Saturday Evening Post 


and This Week Magazine. Brooks 


| Advertising Agency, Los Angeles, 


is the agency. 


Appoints Jeffery 

Alfred M. Jeffery, previously on 
the staff of Sweet’s Catalog Serv- 
ice, has joined Reinhold Publish- 
ing Corporation, New York, as 


| western New York-Pennsylvania 


district manager for Metal Indus- 


|tries Catalog and Chemical Engi- 


neering Catalog. 


E. DELAWARE 


ie N. MICHIGAN 
185 
N. WABASH 
410 


N. MICHIGAN 


Spiral-Kool Pipe 
Expands Drive 


Santa Monica, CAL.—Spiral- 
| Kool Pipe Company, which ad- 
|vertised its $8.50 metal pipe in 
| Esquire and Time this fall, plans 


‘to double its advertising budget 


‘in 1947. 
| Spiral-Kool, second in sales to 
Kirsten pipes in the metal pipe 
| field, will attempt next year to 
|increase sales by stressing the 
‘ease in cleaning the pipe. A pis- 
ton-type cleanout plunger that 
cleans the pipe after each smoke 
(by withdrawing the mouthbit to 
which the plunger is attached) 
| will be featured in copy. 

Merrill G. Sampson of Spiral- 
| Kool told AA that the company, 
formerly the Aero-Kool Pipe Com- 
pany, which recently moved its 
factory here from Seattle, will 
‘continue to feature a_ lifetime 
|guarantee. Another mechanical 
|feature emphasized is the large 
|radiating area ‘obtained through 
five spiraled flutes, reflected by 
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| the twisted shank of the pipe. | 
Western Agency, Seattle, handles | . ~ : 
With A Nickel(5:) He's | 


the account. | 
Political Comments End Still A “Millionaire” 


Minister’s Radio Talks 


Political comment injected into | 
a religious broadcast over Station 
|KBON, Omaha, resulted in the! 
cancellation of the eight remain- | 
ing talks in a series of 13 by 
the Rev. John W. Cyrus, min- 
ister of the First Unitarian church. 
In his broadcast, the Rev. Mr. 
Cyrus urged voters to approve | 
the $8,000,000 school aid amend- | 
ment and city plan in the general 
election. 

Radio station officials explained 
that a copy of the offending ad- 
dress had been delivered to the 
station on Saturday but that studio 
censors had assumed it contained 


At Cunningham's 


ACS Nickel at Cunningham's 


still buys oe 


or <> chewing gum or 


candy bars 


soft 


inothing objectionable and had) drinks or [=] ice cream cups or 
passed it without reading the con- b P ce 
tents. | a bag o GD salted peanuts 


iaptelaestahonenet and many other(5' \items bi 
Vari-Typer Appoints 

Ralph C. Coxhead Corporation, 
New York, manufacturer of the 
Vari-Typer, has appointed Hicks 
& Greist, Inc., of that city. 


You always save at 


Cunningham’s 


DRUG STORES 


OK L_AH OMA 


OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING COMPANY: THE DAILY OKLAHOMAN—OKLAHOMA CITY TIMES—THE FARMER-STOCKMAN 


ee 


day ane) 


& i 


THREE-TO-ONE over the next highest station is WKY’s advantage in station rating both day and night ac- 


cording to a Listener Diary Study conducted by Industrial Surveys Company in 30 Oklahoma counties. 


Wug) 


| by more than 3 


For the 332 daytime quarter-hours during the survey week, WKY’s rating of 10.6% was 
greater than the next highest station. WKY’s rating of 14.9% for the week’s 168 evening quarter-hours 


was 231% greater than that of the second station. For the week as a whole, 500 quarter-hours, WKY’s 


average rating of 12.0% ranked first by more than 4 to 1. 


This. of course, is the reason for WKY’s superior selling power in Oklahoma, clearly evident in 


the sales figures of WKY-advertised products. By any measure, WKY is decisively dominant in Oklahoma. 


"MILLIONAIRE'—A _ unique approach 

to "hold the line’ policy on prices 

is being used by the Cunningham drug 

chain in Detroit and outstate daily and 

weekly newspapers. The firm operates 

100 stores. Simons - Michelson Co. is 
the agency. 


| Distillers Research 
‘Council Appoints Stice 


Distillers Feed Research Council 
Cincinnati, outgrowth of the war- 
born Distillers Grain Council, ha 
appointed William M. Stice Jr 
educational director. The counci! 
will specialize in research on grail! 
recovery from distillers’ waste. 


Mr. Stice comes to the council 
from Chicago, where he had 
charge of national liquor and 


tobacco advertising on the Chicago 
Sun since its founding in 1941. For 
four years previously, he had beer 
|editor of Union Server, national 
liquor business paper. 


As a user of Words 
You will be thrilled 
By the Words of.... 


A MAN WHO MADE A FORTL\E 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi 
ences in that interesting — book 
“Teacher of Business.” 


| This man who built one of America’s 
most successful business publishing 
| properties—The McGraw-Hill Pub 
lishing Company is none other tha! 
James H. McGraw. 


The size of this book is 64% x 9 

It is bound in a _ beautiful gree! 
simulated leather with title and su! 
title printed in gold ink on the fron! 
cover, 


An autographed photograph of ‘I! 
McGraw worth framing is reproduc 


on a front inside page. This |! 
will make a useful, permanent acd 
tion to your business and h 
library. 


$0 


per ¢ 


Advertising Publications. lve. 


100 E. Ohio St. 


FILL IN AND MAIL THIS COU! 
TODAY 


241% 
N 


Advertising Publications. Ine. 
Div. 129 

100 E. Ohio St.. Chicago 11. 
Gentlemen: 


Please send me....copies of “Tea 


of Business”. Enclosed is $..... 


Company 


A dd ress 


KVOR, COLORADO SPRINGS—KLZ, DENVER AND WEEK, PEORIA AFFILIATED IN MANAGEMENT—REPRESENTED BY THE KATZ AGENCY, INC. 


CO sacvecrass ) eee State. 


Chicago 11. II! 
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Sponsored Shows 
Favored, 10-3, 
for Schools 


private schools and colleges com- 


most schools have supplementary 
reading assignments, we urge our 
|members to institute the practice 
of assigning supplementary radio 


prising the association: “Just as’ 


to handle its account. A program 
has been planned for promotion of 
Brewmaster Premium beer and 
Old Timers ale throughout north 
central Ohio. Car cards, outdoor 
posters, newspapers and _ other 
media will be used. 


Koral Labs Moves 


vertising on Koral 

tooth powder from Raymond Spec- 
Koral Laboratories, Inc., Mt. | tor Company, New York, to L. H. 

Vernon, N. Y., has switched ad-|Hartman Company of that city. 


51 
Bicarb-Action 


New YorK—Critics of radio who | listening assignments. 


yntend that the public interest 


cannot be served through commer-! Brewer Appoints Grider 


cially sponsored programs get no 


support for their arguments in alc 


list of network features recom- 


Cleveland-Sandusky Brewing /|Barclay & Co. affiliates in a sales ae fuer 
orporation, maker of Brewmaster | promotion capacity since 1935, has | iim - ABC MEMBERSHIP ce tas 
Premium beer, Old Timers ale and | been appointed advertising and 
mended by the American Schools; Crystal Rock beer, has appointed sales promotion director of Jas. | 


Chicag 0 


Nefender 


Barclay Promotes Doty 
A. D. Doty, with one of the Jas. 


IN EXCESS OF 200,000 


and Colleges Association as “re. | H. Grider Advertising, Cleveland, | Barclay & Co., Walkerville, Ont. 


quired listening’ for pupils in| 
elementary schools. 

Of 13 programs set forth as “‘ex- 
amples of the type of rohrteryy 
suggested as ‘required listening,’ ” | 
10 are sponsored. 

The association’s school advis- | 

ry committee recommended: 

Educational—“‘It’s Up to Youth” | 
(Triangle Publications); CBS 
School of the Air (sustaining) and 
NBC University of the Air (sus- 
taining). 

Musical—NBC Symphony (sus- 
taining); RCA Victor Show; High- 
ways in Melody (Cities Service). 

Children’s—Superman (Kellogg 
Company) and “Let’s Pretend” 
(Cream of Wheat). 

Comedy—Alan Young Show 
(Bristol-Myers); “Aldrich Fam- 
ily’ (General Foods) and “Date 
With Judy” (Lewis Howe Com- 
pany). 

Quiz—“‘Quiz Kids” (Miles Lab- 
ratories) and “Twenty Ques- 
tions’ (Ronson Art Metal Works). 

Network-wise, NBC was far out 
front, with eight of the 13 pro- 
grams listed, while Mutual had 
three, CBS two, ABC none. The 
programs are named, however, as 
samples rather than as a compre- 
hensive list. Many obviously 
recommendable news, forum and 
musical programs were not in- 
cluded. 

Kenneth J. Beebe, president of 
the group, said in forwarding the 
list of programs to more than 800 


COSTS NO MoRE 
Don't ee 


VISPLAYS 


May We S: 

May We Suggest. 
Now is the time to employ our counsel 
ind services to insure best acceptance, 
naximum use, consistent results . . . 
We are a Display Agency and cooperate 
fully with your advertising agency to 
Pipe-in” the force of national advertising. 


6 Pages... 420 Pictures...an Exhibit 
f Performance... Write for a copy 
' it Today on your business letterhead. 
terview with Principals * No Obligation 


* MERICA’S LARGEST ORGANIZATION 
SPECIALIZING IN 
MERCHANDISE PRESENTATION 


W. L. STENSGAARD 
AND ASSOCIATES, INC. 
N. JUSTINE STREET © CHICAGO 7, ILL. 


Lowest milline rate— 
lowest cost per inquiry in this 
highly responsive field 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


The Betroit 


LARGEST WEEKDAY CIRCULATION 
OF ANY NEWSPAPER 
IN MICHIGAN 


WEEKDAYS ........ 
SUNDAYS... 2.20 


Average Net Paid 6 months ending September 30, 
(ABC Publisher’s Statement) 


417,336 
443,679 


1946 


@ Comparison of ABC Publishers’ statements of circula- 
tion for the 6 months period ending September 30, 1946, 
reveals that The Free Press has the largest weekday 
circulation of any Michigan newspaper. Also that only 
four other weekday newspapers in America, morning 
or evening, west of Philadelphia, now have larger 
circulations than The Detroit Free Press. These four 
newspapers are in Chicago, whose population is more 
than twice that of Detroit. Advertisers wishing to 
take fullest advantage of America’s Fourth Market, 
should use this larger circulation of The Free Press. 


i a 


Free Press. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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Gum Labs Cancels 


Gum Laboratories, Clifton 
Heights, Pa., dropped sponsorship 
of “Singing Sweethearts,” heard 
on the Mutual network Sunday 
afternoons, following the Dec. 8 
broadcast. Agency for the 15-min- 
ute program, aired for Ivoryne 
chewing gum, is Makelim Asso- 
ciates. “Juvenile Jury,” sponsored 
by General Foods, will move into 
Gum Laboratories’ 1:30 p. m., 
EST, spot starting Dec. 15. 


Aurex Names Heinemann 


W. A. Heinemann, recently re- 
leased from the AAF, has been 
appointed director of advertising 
of Aurex Corporation, Chicago, 
manufacturer of electronic equip- 
ment. 


‘No. 1 Publicist 
Is Not Bernays, 
Says Harry Bruno 


New YorkK—Harry A. Bruno of 
H. A. Bruno & Associates, public 
relations, a director of the Na- 
tional Association of Public Rela- 
tions Counsel, recently read an- 
article on “Edward L. Bernays and 
\the American Mind” in a house 
‘organ called “Design & Paper” of 
Marquardt & Co., New York paper 
| distributor, and turned with some 
|heat to his typewriter, or maybe 
his secretary. 

He thanked Oswald Marquardt 


for sending him a copy of that 
issue “containing a profile of my 
friend, Edward L. Bernays.” He 
agreed that the article was “timely 
and interesting.” But Mr. Bruno 
added: 

“In fairness to our profession of 
public relations it seems to me 
that very little study was given 
by your firm to the whole public 


ALRRCYW ys 
PHOTO COPY CO. 


CHICAGO ” 
612 NO. MICHIGAN AVE 


414 SO. STATE STREET 
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me Park, Jil, T. H. Smith, 
Canine Service, Owner. 


aga 


OVER A QUARTER-MILLION CIRCULATION 


Months Ending March 31, 1946 


Sunday, 253,584 


ym 
os 


Hunter's 


NINE out of TEN 


the city of New York as a worl 
| styling center of men’s apparel, 
|has selected Robert Leiken, Gur- 
'rick & Leiken Company, president 
Bernard Epstein, Peerless Robes & 
Sportswear, vice-president; C. Vic- 
|tor Heir, Heir Bros., Inc., secre- 
tary; and Arthur Bachrach, Bach- 
/rach Company, reelected treasure! 


College Uses Radio 

| Smith College, Northampto! 
| Mass., will distribute a series 0! 
transcribed radio programs re- 
‘corded by Columbia to Smith 
alumnae associations throughout 


\dve' 


dis 
fo | 
Une 


relations field and its practitioners. WA: 
You state flatly that this booklet tribut 
concerns ‘America’s leading pub- b some 
lic relations figure.’ Upon what media 
did you base this statement. The ¥ tives, 
quotation from Time? If so, then ; ment 
you overlooked another national missic 
magazine which several years ago F jnitiat 
rer nn ag og Pe poner ght TRANSPORTATION AD LEADERS—George F. Weber, Milwaukee Transports. ' - 
. *-* . . . 1 . . ‘ . 
Seed seaiees of sit of then. = ae test -_ ee? goo og ag gee Association of Trans- Lor 
“Mr. Bernays was rightfully in- vd fa 7» : vertising, ¢ ¥ wit illiam F. Fielder of Fielder, Sorenson & partm 
ns avis, San Francisco, president, and Phil Everest, New York, managing director : 
cluded. of NATA, between sessions of the recent transportation advertising meeting in ing 
Not on CBS Program New Orieane. somal 
| Mr. Bruno mentioned a CBS | was not the man chosen.” and publicity firms—all with esti- ; cv 
“Americans at Work” program, in| Mr. Bruno referred to the fact | mated 1945 fees in excess of $1(0,- sales 
| which were interviewed “the lead-| that “ApverTisiNc Ace (Feb. 19) |000. A study of this would have §°’°" 
ing man and woman in public re- | listed a representative group of| easily shown how inaccurate your anni. 
‘lations at that time. Mr. Bernays|larger public relations counselors | booklet is in regard to the quota- ‘00% 
|tion I take exception to.” es 
| To the Marquardt statement ™°O"” 
'that Mr. Bernays is “virtually the ™&°")” 
Columbus” of the public relations jj °"S!™ 
profession, Mr. Bruno says: prior 
| “It is generally known that the gg USt'! 
‘late Ivy Lee was the founder. .. with 
He introduced it and was a suc- ductic 
cessful practitioner for many Sur 
| years. 
Bernays Refuses Comment be 
“The governing body in public §jmessé 
relations in America .. . is the Ming, v 
National Association of Public Re- Jj sump 
lations Counsel, founded in 193 Amer 
| We have often given credit to t sterin 
late Ivy Lee, and his firm is aa hig 
|member of this group. I might §tion < 
|}add that Mr. Bernays is not.” As 
| Mr. Bruno sent a copy of the §jgressi 
‘letter to Mr. Bernays, and “chal- Miter, 
lenged him to list his clients to §place. 
| substantiate the claim you make @nitior 
|for him in your booklet.” he d 
Mr. Bernays told AA: “I haven't As 
_ the faintest idea why he sent it to HWeld 
|me, and I have no comment to @tion, 
| make.” nm ge 
— past, 
Fashion Guild Elects Re 
|__ The Men’s Fashion Guild of Nev rae 
| York, formed in 1944 “to advance cats 


took 
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The, Times -Picagune 
gee 


NEW ORLEANS STATES 
ROVER 


, five sf 


fix. ae 
COLOR GRAVURE. 
| Locatty EDITED! 


AM 154,389 


PM 87,179 


... and that's what The Times-Picayune New Orleans States achieves 
for you! Puts your sales message on the "'line” . . . in 9 out of 10 


New Orleans homes . . . Plus 100 thousand trade territory homes! 


New Orleans . . . FIRST in sales and buying power among “deep 
South" cities (Sales Management 1946) is a market that will “line up" 
on your SALES CHART with the top markets of the nation .. . if 


you put your sales message on this “buying line!’ 


Che Cimes-Picauune 
New ORLEANS STATES 


Representative: 
JAHN & KELLEY, Inc. 


DETROIT 
ATLANTA 


NEW YORK SAN FRANCISCO 
CHICAGO LOS ANGELES 


Member: AMERICAN NEWSPAPER ADVERTISING NETWORK 


ABC Publisher’s Statement 3 


the country for use on local sta- 
tions to promote the college’s 75th 
anniversary campaign to raise $7 
million. 
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When you think of mailing-lis‘s— 
think of GUILD 
76 NINTH AVENUE 
NEW YORK 11, N. Y. 
Chicago Office, 7 So. Dearborn St 4 
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)istribution Unit 
to Continue Tasks 
Under New Chief 


WASHINGTON—The National Dis- 
tribution Council, made up of 
some 30 of the nation’s top sales, 
media and merchandising execu- 
tives, will remain with the Depart- 
ment of Commerce to carry on the 
missionary work for distribution 
initiated by Alfred E. Schindler, 
who finished up as Under Secre- 
tary this week. 

Long the “foster sister” in a de- 
partment dominated by §statis- 
ticlans and management experts, 
the sales side of the economy en- 
joyed an ardent proponent in the 
former Ralston Purina general | 
sales manager who came into the) 
government in April, 1945, to give 
Henry Wallace’s program a down- 
to-earth approach, 

Something of a spellbinder, Mr. 
Schindler won the approval of or- 
ganizations and publications in 
business fields for forceful presen- 
tation of the need for “dusting off” 
distribution habits to keep pace} 
with the wartime advances in pro- 
duction. 


Suppdé?ts High-Level Economy 


With ringing phrases he put the | 
jingle of the cash register into his | 
message. “Successful merchandis- | 
ing, which leads to increasing con- 
sumption on the part of the 
American people, will be a bol- 
stering factor in our attainment of 
a high and stable level of produc- 
tion and employment,” he insisted. 

As yet, it is not clear how ag- 
gressively William Chapman Fos- 
ter, who takes Mr. Schindler’s 
place, will press for greater recog- | 
nition of distribution problems by | 
the department. 

As president of Pressed & 
Welded Steel Products Corpora- 
tion, Mr. Foster has been active | 
nm government committees in the 
past, and has served as a member | 

f the Department of Commerce’s | 
small business advisory committee. | 

It had been clear from the day | 
Secretary W. Averell Harriman 
ook over that Mr. Schindler 
would not continue in the depart- 
ment. Since Schindler had agreed 


only to stay “for the present” the 
new Secretary immediately started 


...80 fully padded 


vith sales appealing identification 
or your product or service, like ad- 
haracter statuette or display sign 
rplaque. Let's create one for you. 


MULTI PRODUCTS, INC. 
CHICAGO &, ILLINOIS 
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to search for a successor. 

The Secretary expressed his 
pleasure that Mr. Schindler had 
remained as long as he did before 
returning to the Alfred Schindler 
Company, St. Louis business, sales 
and distribution consultant. 

Meanwhile, the National Dis- 
tribution Council, set up last sum- 
mer, continues to operate under 
Raymond Bill, who serves as con- 
sultant to the Secretary. Under 
its plan of operation it will advise 
the Secretary on all matters af- 
fecting distribution, and will spon- 
sor movements in behalf of 
distribution. Among these, it is 
asking for a Census of Business. 

While in the department, Mr. 
Schindler was a champion of mar- 
ket research, which, he pointed 
out, eliminates “hunches,” pro- 
vides information for intelligent 
inventory policies, on types of 


| window displays, advertising pro- 


income prospects of customers by 
regions, 

In a recent article on ‘““New Op- 
portunities for Distribution” he 
explained how research aids in 
developing new techniques for 
cutting operating expenses and for 
improving quality of services. As- 
serting that the aim should be to 
provide the customer with more 
goods and services for his dollar, 
he declared “a dollar’s value for 
your dollar has always proved to 
be the best kind of selling slogan.” 


Oneida Shifts Sales, 


Advertising Personnel 


Oneida, Ltd., Oneida, N. Y., 
silverware manufacturer, has 
made these sales and advertising 
promotions: 

Harley Noyes, director of sales 
and merchandising of the Com- 
munity division, to the newly- 
created post of director of adver- 


grams, warehousing problems, and | tising of the parent company cov- 
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ering all divisions; Dudley E. San-; munity, to assistant director of 
derson, assistant director of sales|sales of the same division; and 
of Community division, to succeed| Edward B. Bedford, coordinator 
Mr. Noyes; Pierrepont T. Noyes, | of advertising, to assistant to the 
assistant sales manager of Com-| director of advertising. 


© Fast Service on any copy- 
ing work. 


* Reprints in any quantities. 
* Pick-up and delivery. 


* Quality workmanship. 


RAPID COPY SERVICE 
-123.N. Wacker Dr., Chicago, 6, Ill. 


Telephone State 5977 


Breakfast for dinner? 
..-why not! 


Early in October, when most menus were minus 
meats and sugar... and most women were frantic 
trying to find fresh ideas for feeding families fed up 
with shortages...Mrs. Ethel Somers, food editor 
of The Chicago Sun, suggested as a substitute 


for sweets and sirloins—waffles and pancakes! 


And thousands of hardpressed housewives 
were able to give the table d’hote a new twist... 
make waffles into a main event for any meal with 
a dozen easy toppings of fish, fruit, chicken or 
cheese... whip up simple desserts from pancakes 
rolled around preserves and marmalades...serve 


semi-crepes suzette without the dollar signs! 


A natural?...naturally!...and typical of Mrs. 
Somers’ daily cookery column and Friday food 
pages... which are always filled with pertinent, 
practical food news and ideas... help stretch 
supplies, beat budgets, improve meals... save 
time, work and worry. 

The best food job in Chicago has attracted 

to The Sun an audience of the best prospects... 

which no advertiser who wants to sell more 


groceries in Chicago can get along without. 


And while The Sun’s third of a million 
circulation doesn’t reach all the women in Chicago, 
it apparently does reach plenty of women who 
buy food!...ring up record days for independent 
grocers, as well as several city-wide chains! 

If you'd like to see the best argument for the 
best food buy in Chicago... ask any Sun man to 


show you any issue! 


* CHICAGO SUN 


NATIONAL ADVERTISING REPRESENTATIVES: 
The Branbam Company, New York, Chicago, Atlanta, Dallas, 
Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
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Turco Appoints Two Plugs Jazz Book 


L. H. Moulton, director of the| “Jazz Cavalcade,’ by Dave Dex- 
eastern division with headquarters | ter Jr., and published by Criterion 
in Chicago, has been appointed|Music Corporation, New York, 
national sales director of Turco} will be promoted in a full-page ad 
Products, Inc., Los Angeles. D. T.| on the back of the song, ‘“‘Pretend- 
Buist, western zone sales man- ing,” also published by Criterion. 
ager, has been named assistant; A direct mail campaign will also} 
national sales director. be used to plug the book. 


Getting 
the 
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; In any organization, purchasing power is concentrated in 
\ those who make decisions. 


7 


In Central Western business and industry, source of 
over 40 per cent of the entire nation’s manufactured 
products, the nation’s greatest concentration of industrial 
purchasing power is vested in management men whose 


nod opens purse strings. 


They're readers of the Chicago Journal of Commerce, 
the only publication concentrating on their business 
news needs. Some 90,000 of them read, use and rely 
‘ on this daily business newspaper for the latest, 
essential, price-making facts of commerce, business 


and industry. 


Power to influence their prodigious buying 
power is concentrated in the Chicago Journal of 


aimed at management men. 
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( The source af daily business news in the 
nation’s greatest industrial area. 
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Opens Promotion 
for New Rat Bait 


Cuicaco—Although some dealer | 
| cooperative copy 
|Rodan, new 


is breaking for 
ready-mixed rat bait 
containing Antu, made by Walsh 
Laboratories here, the bulk of its 
advertising will materialize 


| Shortly after Jan. 1. 


Advertising, via O’Neil, 


will be 


Larson 


| drug and grocery publications. Re- 


| 
| 


| 


tail copy will be confined prin- 
|cipally to national copy in news- 
| papers throughout the Midwest. 


|The company also plans to use| 


spot radio. 

Major distribution will begin 
with drug chains, including Wal- 
green, which has already arranged 
to distribute the rat bait in all 
its stores. Other distribution plans 
are expected to include major 
grocery outlets. 


KOIN Name Two V.P.s 
Arthur R. Kirkham and Harry | 
|H. Buckendahl, manager of Sta- 


placed in| 


ibidiit 


War Council medal for extraordinary 


affiliation with NBC, Applauding the p 
Randall, 


Trammell, president of NBC, 


BROADCASTER CITED—Paul W. Morency (second from left), 
and general manager of Station WTIC, Hartford, 


president of the Travelers Insurance Co., 
and Justin Miller, 


vice-preside)} 
receives the Connecticut 
civilian service from Gov. Raymond £ 


Baldwin during recent dinner in Hartford, marking WTIC's 20th anniversary of 


resentation are (left to right): Jesse W. 
which owns WTIC; Niles 
president of the Nation»| 


Association of Broadcasters. 


tion KOIN, Portland, Ore., 
been appointed vice-presidents of 


|the station, which was purchased | 


by Field Enterprises early this 
year. 
RCA Promotes Halpin 


Dan D. Halpin, associated with 
RCA Victor’s television promotion 
‘ since 1940, has been 


ane! 


television receiver sales manage, 
of the company. 


Names Wilson, Haight 
Wilson, Haight & Welch, Hart- 
ford and New York, has been 
named to handle the advertising 
of Wilcox, Crittenden & Co., Mid- 
dleton, Conn., manufacturer of 


appointed | marine equipment. 


Commerce. It belongs on any advertising schedule | 


Designed for the 


Home Radio Division 
of the 
Westinghouse Electric Corporation 
by 
Palmer Associates, New York City 


Lithographed by 
| CONTINENTAL 


The above 37 piece flexible dis- 
play is one sample of many cre- 
ated for America’s largest adver- 
tisers. 


PALMER ASSOCIATES create dis- 
plays for CONTINENTAL. 
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House Dress Wants 


WASHINGTON — Consumers want| 
standardization, even for a prod-| 
ict where fashion is a considera-| 
tion, and retailers and manufac-| 
turers would do well to analyze} 
e reports of the year-old nation- 
ide Consumer Speaks _ project | 
sponsored by the consumer inter-| 
ests committee of the American 
ijome Economics Association. 

In the first of a series of reports 

the project—a plan whereby 
‘onsumers discuss, analyze and 
vote voluntarily for the character- 
istics they consider essential in 
various items of consumer goods 
—11,577 women chose to discuss 
juse dresses, and when the votes 
were in, showed they had positive 
convictions on the characteristics 
they believe important for low, 
medium and high-priced dresses. | 

They pointed out, too, that they | 
want better labeling of house) 
dresses, with 40,369 votes cast re- 
questing information on labels 
about 50 house dress character- 
istics (11,209, colorfastness; 8,440, 
shrinkage control; 5,310, size stated 
in terms they can interpret; 4,134, 
fiber and fabric identification; and | 
other requests for information on | 
manufacturer’s name, fabric fin- | 
ishes, yarn count, washability, | 
quality of trimming and buttons, | 
price, and even information deal- | 
ing with manufacturing and labor, 
such as date of manufacture, union 
made, factory conditions, and 
‘Made in USA”’). 


Polled 750 Groups 


The report was based on dis-| 
cussions and pooled opinions of 
750 groups in 22 widely scattered 
states, with the majority of wom- 
en predominantly homemakers not 
employed outside the home, with 
families of two to six members, 
oth farm and nonfarm, and mem- 
vers of adult education classes, 
lome economics student clubs, 
cal organizations connected with | 
the National Congress of Parents 
ind Teachers, the American As-| 
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sociation of University Women, 
General Federation of Women’s 
Clubs, Business and Professional 
Women’s Clubs and home demon- 
stration clubs of the U. S. Exten- 
sion Service. 

In analyzing characteristics per- 
taining to 46 items they expected 
in low, medium and high-priced 
ranges of house dresses, the wom- 
en cast approximately one-third 
of their votes for items having to 
do with fabric characteristics, and 
about cne-half relating to dress 
details. Characteristics concerning 
the quality of design details re- 
ceived almost one-third of their 
votes, while those relating to qual- 
ity of fabric and of workmanship 
taken together received about two- 
thirds. According to Alice Sund- 
quist and Mary C. Whitlock, who 
present the first report in the No- 
Journal of Home _ Eco- 
nomics, published by the American 
Home Economics Association, these 


|figures indicate interest in house 
dress design but an even greater 


‘linterest in fabric and construction | parently 


|quality, both of which, they say, 
years.” 
Colorfastness Vital 


Colorfastness outranked all 
lother characteristics in 


than any other single factor listed 
|by the groups. Colorfastness to 
washing and to sun were men- 
tioned most often. Shrinkage con- 
trol placed second in importance, 
with almost two-thirds of the votes 
for a residual shrinkage in the 
fabric of not more than 1%. Quali- 
ties related to weave are also high 
on the list, represented by such 
specifications as “well - balanced 


yarn counts. The yarn count typ- 
ical of many prewar house dress 


“deteriorated greatly during war | 


order of | 
importance, receiving more votes | 


|Sereen Actor, 


|percales (80x80) was the con- 
| struction listed as preferable, ap- 
indicating, the authors 


say, that this had given satisfac- 
tory service. 

Fiber and yarn quality were 
also mentioned, with comments in- 
|dicating a preference for fabrics 
which do not require special care 
in laundering. The study specific- 
|ally discussed cotton dresses, but 
328 women placed special empha- 
sis on their desire for 100% cotton 
|fabrics for housework, with only 
|10 votes cast for cotton and rayon 
| mixtures. 
| Next in importance to materials 


|is design. Fit and size were associ- 


| ated with comfort, and therefore 
-associated with design in many 
| instances. 


| 


weave,” “no yarn slippage” and) Carey Joins Rexall 
“no stretching” as well as specific | 


Cleve W. Carey, manager of 
Hollywood, before 
entering the Army, has been ap- 


pointed assistant retail advertising 


|manager of Rexall Drug Com- 
pany, Los Angeles. Mr. Carey 
Was previously advertising man- 


ager of the B. R. Baker Company, 
Cleveland department store, for 
five years; assistant to the adver- 
tising manager of the J. C. Penney 
Company for three years, and 
joined Screen Actor in 1941. 
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CANDY INDUSTRY 


Don Gussow, Editor & Publisher 
33 W. 42nd St. ° New York 18, N. Y. 


PRINTING PRODUCTS CORPORATION 


Can Do Jon Them 


Equipment and Organization is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 


Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


Yeor Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


HERE is a large volume of the kind of printing Printing Products 
Corporation is best equipped and organized to produce, so if in 


New Display Type 


for all printing orders. 


Clean Linotype é 


doubt, it is best to write or phone what is wanted and information will 


be promptly given. 
Here is complete equipment and organization to handle all or any part 
of printing orders in which we specialize—from ILLUSTRATIONS 


and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 


Monotype and Ludlow 
typesetting. 


All Standard Faces 


Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 


Products Corporation and associates over $1,000,000 highest standing. 


Proper Luatity 


of type and special 
faces, if desired. 


Good Presswork— 
one or more colors. 


Facilities for Binding 


as fast as the presses 
print. 


Mailing and Delivery 


service as fast as 
copies are completed. 


because of up-to-date equipment and best workmen. 


because of automatic machinery and day and night operation. 


Zuich Delivery 


Price 


Right 


A SAVING 
in shipping or mailing when 
printing is 


the great 


is often obtained 


done in Chicago, 
central market and 


distributing point. 


because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, 


quality and delivery. 


Punting 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


Telephone Wabash 3380—tLocal and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 
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we ARE STRONG on oUR spect 


Products 


THE FORMER ROGERS AND HALL CO 


MPANY) oN 


H. J. WHITCOMB 


Vice President and 
Assistant Director of 
Sales 


L. C. HOPPE 
Secretary 


W. E. FREELAND 
Treasurer 
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AG ng Age, Decemoder ¥y, | 
that this situation will not last far|Company of America, Hobok 
| into 1947. They are even planning |N. J., made it easy for the 
|and producing material for cam-/|tailer to put the responsibility 
|paigns which will be released as|the manufacturer. In each . 
soon as conditions are favorable. | of Tootsie Rolls, The Sweets Com 


: , , : |Private Lines knows of one com-| pany has inserted a sign “Toots; 
| Even before the coal strike got!reached 35,804,744 lines in Oc-| ; é A is 
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USED IN THIS AD 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
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There is no combination afield 
that can equal that of man’s 
faithful companions--his dog-- 
and his favorite gun. 


Just as effective in developing maximum business 
is the unique combination of these two maga- 
zines—each of which is so vital to its particular 
part of this vast market for office equipment and 
supplies. 

GEYER’S TOPICS, since 1877, has been the out- 
standing trade magazine of retailers and whole- 
salers of office supplies and equipment. It does 
a complete job among these buyers and sellers 
of such merchandise. 

OFFICE MANAGEMENT AND EQUIPMENT 
is the only business magazine edited exclusively 
for the office management executives of big busi- 
nesses and organizations; these men who have 
the “say so" on purchases of office equipment 
and supplies. 
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"GREATER MIAMI—AN INTERNATIONAL MARKET" 


Each publication may be purchased singly—to More retailers, jobbers 
and manufacturers move AS 
their wares through the ty a 
seeking maximum distribution and sales. JOHN 5S. KNIGHT, Publisher pages of The Herald than ) 
STORY, BROOKS & FINLEY any other newspaper in 4 


Florida. The Herald car- 
ries more display, more 
classified and more 
papers into Florida 
homes than any other 
Florida newspaper. 


National Representatives 


See Standard Rate & Data or Write for Rate Card 


GEYER PUBLICATIONS 


Established 1877 


260 FIFTH AVENUE NEW YORK 1,N. Y. 
Also publishers of THE GIFT AND ART BUYER, SPORTS AGE ond Trade Directories 
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FOLLOW THE POOCH—Novel use of barricade hiding remodeling at the new 
location of Lippman's Tool Shop & Sporting Goods Co., Detroit, helps fetch in 


about one block away. W. B. Doner 
les the advertising. 


iquar- [J customers at the firm's present location 
cessed & Co., Detroit, hand 
activi- LOS eT 
‘«« Pup Leads Way 
«1 Igs Sports Firm 
Uses Barricade 
.0th a M} Derrorr—Lippman’s Tool Shop 
Sis, so Sporting Goods Company here 
id cde- fs making its new location—which 
sn’t open to the public yet—pay 
ff in dollars at its present loca- 
ion about a block away. 
Faced with the necessity of 
f tele- Bhaving a high wall barricade to 
m bia fhide remodeling work at the new 
' been Mocation, Lippmann’s inserted 
: he le- mall display windows in the bar- 
CBS. icade, painted it, and in addition 
let in f° the merchandise shown in the 
nton ¢ @eindows, decorated the barricade 
BS jin @yith caricatures of a dog pointing 


he way to the old shop. 

Nosing his way from one end 
pf the two-sided barricade to the 
bther, the pooch leads gift hunters 
inally to a sign which points out 
hat their paths should lead “one 
ore block and across the street 
0 Tool Shop Sporting Goods Com- 
pany.” Next March when the bar- 
icade comes down it will disclose 
pne of the world’s largest sporting 
rpoods department stores. 

W. B. Doner & Co. handles the 
ompany’s advertising. 


Named Field Ad Manager 


Kathryn Rowell, advertising 
anager of the budget floor of 
farshall Field & Co., Chicago, has 
been appointed advertising man- 
pger of the main store and its 
uburban stores. She will succeed 
fargaret Egan, who has been ap- 
pointed assistant to the sales pro- | 
otion manager. 


enick Joins Howard 

James L. Renick, formerly with 
Scholastic Sports Institute in New 
York, has joined the public rela- 
ions staff of R. B. Howard & As- 
sociates, Columbus, O. 


iA Te 


SAYS... 


Cson of the West'’ is the term often ap- 
d to beautiful Rock River which flows thru 
center of Rockford. Located in the heart 
@ rich and highly diversified agricultural 


Lee natural trading center of 377,854 
e 


t a combination . . . second Industrial 
n the State surrounded by a rich 13 


ty agricultural area. Thar's gold in them 
lls pardner! 


lt the Top in Mbinoia 
OCKFORD 


MORNING STAR 
REGISTER -REPUBLIC 


111,000 
POLITAN POPULATION 


Fafnir Advances Two 


Francis L. Quinlan, advertising 
and publicity manager of Fafnir 
Bearing Company, New Britain, 
Conn., has been appointed public 
relations manager. Truman L. 
Hunt, assistant advertising man- 
ager, has been named advertising 
manager. 


American Home Foods 
Realigns Personnel 


American Home Foods, Inc., has 
realigned its advertising personnel, 
eliminating product assignments. 
The new setup is designed to make 
each member a specialist in his 
field. Edward F. Schmidt has been 
named assistant advertising man- 
ager to assist in administration, 
planning, media selection and bud- 
get control; Howard S. Cook will 
be responsible for sales promotion, 
production and purchase of printed 
materials, and J. S. Fullerton will 
work on copy, merchandising and 
media selection. 

American Home Foods agencies 
include Young & Rubicam for 
Clapp’s baby foods and cereals; 
W. Earl Bothwell for Duff’s bak- 
ing mixes and (effective Jan. 1) 
G. Washington coffee and broths 
(AA, Nov. 25); McJunkin Adver- 
tising Company for Chef Boy-Ar- 
Dee products, and H. B. Humphrey 
Company for Burnett’s food fla- 
vors and other Burnett items. 


Appoints Nat Green 

Nat Green, formerly Chicago 
office manager of Billboard, has 
been appointed Chicago advertis- 
ing and editorial representative of 
Radio Daily, New York. He is 
also manager of the Chicago office 
of Ringling Bros. and Barnum & 
Bailey, a position he will continue 
to hold. 


Names Rowe & Wyman 

Grand Home Appliance Com- 
pany, Cleveland, a division of the 
Cleveland Cooperative Stove Com- 
pany, has appointed Rowe & 
Wyman Company, Cincinnati, to 
handle its advertising. Women’s 
and service magazines, agricultural 
publications and trade journals 
will be used. 


oO 


you know that the 


magie word “imported” — long time 
seal of approval that used to grease the 
wheels to a sale—is losing its magic? 
Read the December House Beautiful 


Snakes and snails and puppy dogs’ tails 


That’s what little boys are made of—but the mere listing of the essential ingre- 
dients is obviously inadequate. 


Similarly, any listing of the ingredients of an editorial formula falls short of ex- 
plaining a magazine’s success. It is how you mix and handle them—an art that defies 


exact definition. 


Not mere formula, but editorial skill has given the Sunday Mirror Magazine its 
captivating interest and its fresh, brisk aura of a new day. It has lively pace, in- 
triguing attractiveness, provocative stimulation. Look—and you will look further. 
Look further—and you will read... inevitably. 


What are the ingredients—the snakes and snails—if you insist—which they mix so 
skilfully into this all-compelling magazine? Romance, Religion, Adventure, Sports, 
Humor, Crime, Mystery, Movies, Beauty, Fashions, Cooking. You will find some 
of these ingredients in all general magazines, and all of them in some magazines. 
But only in the Sunday Mirror Magazine will you find them marshalled into a single 
unit, welded into a human, real life document that appeals to everybody. 


The Sunday Mirror Magazine has been a potent factor in building the Sunday 
Mirror to a circulation in excess of 2,150,000—the second largest newspaper in the 


United States. It is demonstrably one of the most powerful advertising media ever 


published. 


Sunday Mirror Magazine 


NEW YORK 
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ARF Ready to Do 
Readership Studies 

To the Editor: In your issue of 
Nov. 4 appeared a very interest- 
ing editorial on readership studies, 
based on the talk of John Cor- 
nelius at the ABC annual meeting. 
In your comment you expressed 
the opinion that if ABC believes 
the function of evaluating reader- 
ship is beyond its ken “then some 
other machinery ought to be 
evolved to do the job.” 

Such machinery does exist in 
the form of the Advertising Re- 
search Foundation. The founda- 
tion, as you undoubtedly know, 
was organized by advertisers and 
agents to provide a mechanism 
whereby research could be con- 
ducted under tripartite super- 
vision. The foundation has con- 


This departme 


ducted for many years continuing 
research into the readership of 
newspapers and transportation ad- 
vertising, and is about to launch a 
continuing study of the reader- 
ship of farm publications. Ex- 
plorations have been made for 
similar studies in the field of busi- 
ness papers and weekly newspa- 
pers. 
STUART PEABODY, 

Chairman, Advertising Re- 

search Foundation, New York. 

[Editor’s Note: Mr. Peabody is, 
as usual, correct. The Advertising 
Research Foundation would be the 
logical organization to undertake 
such studies, but it has not yet 
done so on an individual, competi- 
tive media basis. The studies to 
which Mr. Peabody refers have 
been primarily or entirely studies 


nt is a reader’s forum. Letters are 


Eines 


of advertising penetration, rather 
than of the readership of indi- 
vidual media, to which Mr. Cor- 
nelius referred. The Life and Look 
studies of magazine reading audi- 
ences were the type of study which 
he meant, and the ARF has not 
done studies of this type.] 
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BMB, ABC Parallel, 
Not Comparable 


To the Editor: In the Nov. 11 
ADVERTISING AGE you suggest that 
Dr. Hans Zeisel’s statement, “BMB 
has provided for the radio industry 
the exact parallel to the ABC cir- 
culation figures” contradicts our 
contention that BMB figures and 
ABC figures cannot be compared. 

Not so. To say that BMB paral- 
lels ABC is not to say they are 
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“Old J. B. just heard there’s a gold mine in the IOWA territory”* 


Yes—there’s a gold mine for 


Urban market! A gold mine neatly wrapped up 
and delivered by one unique newspaper . 
Des Moines Sunday Register... 


70% urban family coverage in 
Don't overlook this big urban 


among the nation’s top twenty. You can cover 


it easily with the Des Moines 


you in the lowa 


.. the 
created by its 
a statewide area. 
market—ranking 


Sunday Register 


at the bargain milline rate of only $] 47. 


THE DES MOINES 
REGISTER ann [RIBUNE 


Covering Metropolitan Towa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


*$253,387,000 spent on groceries alone in 1945! 


ABC Circulation September 30, 1946: Daily 362,682 — Sunday 475,461 


Basic Member American Newspaper Advertising Network 


Advertising Age, December 9, 194 


comparable. I am sure Dr. Zeisel 
had no intention of suggesting that 
a 50,000 ABC circulation news- 
paper is “equal” to a 50,000 BMB 
audience radio station. 
An insect’s antennae are the 
counterpart of a human being’s 
eyes. But you cannot compare the 
tactile sensitivity of one with the 
visual sensitivity of the other. 

Or does that only complicate the 
matter? 

Puitie FRANK, 


Executive Secretary, Broad- 
cast Measurement Bureau, 
New York. 
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Westinghouse Changes 
to Weekly Employe News 


To the Editor: We have been 
greatly interested in your recent 
editorial comments on employe 
publications. Because we have 
had a feeling ourselves that our 
former monthly magazine wasn’t 
doing as good a job as an employe 
publication could do in so large a 
company as Westinghouse, we re- 
cently shifted over to a weekly 
newspaper, which is distributed 
throughout the company. 

While we perhaps are not en- 
tirely on the beam outlined in 
your columns, our objectives seem 
to run nearly parallel with those 
you have suggested. 

We should be very happy to 
have your comments on this type 
of publication. Its weekly issu- 
ance—for so large an operation— 
represents something of a depar- 
ture in employe publications, as 
far as we have been able to learn. 


CHARLES A. RUCH, 
Editor, “Westinghouse News,” 


Westinghouse Electric Cor- 
poration, Pittsburgh. 
= © ¥ 
We're Laughing Out Loud 


To the Editor: Just for the rec- 
ord, not all of us in advertising 
share your super-sensitive annoy- 
ance (Creative Man’s_ Corner, 
Nov. 4, 1946) over the ribbing di- 
rected at our chosen profession. 

This huckster for one believes 
that inability to join in a laugh at 
our own foibles is a sign of in- 
cipient fatheadedness. Not so 
many weeks ago you were snarl- 
ing at Fred Allen. Now, to spite 
Henry Morgan, you say Allen does 
it much better. 

Isn’t that rather petty? 

You take Morgan to task for 


burlesquing radio advertising ; 
particular; then say, “We thin 
we have heard somewhere tha 
radio advertising compares rathe 
well with printed copy—on the 
basis of sales results.” 

Interesting, if true, but a no 
sequitur certainly. 

Come on, boys, let’s be big 
boys. Ford managed to do prett 
well in spite of the Tin Lizziagput 1 
jokes. Traveling salesmen don’#there 
seem to mind being kidded. Maybalguags 
we do look a bit comic to the 
public at large. One thing is sure 


phras 
‘the 
\ ot t 


: ; Pac 
we won’t correct that impressio Fre 
by getting mad about it. 

How about it? Think you ca 
manage just a teenie-weenie smile’ Dou 
After all, Morgan is funny. 

ArTHUR CLIFFoRD, §f ae 

Plymouth, Mich, ‘oti? 
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Greyhound Hits Target yak 

To the Editor: What do yougpnd : 
think of Pacific Greyhound’s mos his 2 


recent approach to the much dis 
cussed problem of how to tell the 
public the real story of America 
business and industry? 

This advertisement is one of ; 
series of public relations messages 


i ee the people 
good transportation...at low cost | 
— seeand lots of it! 
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currently appearing -in daily and 
weekly newspapers throughout thd 
West. 

It attempts to tell the “Grey 


hink 
bheain 


laa 
Sin 


hound Story” in a brief, good 
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Advertising Age, December 9, 1946 


sing in—umored, right-to-the-point fash- 
> thinkMion. It is honest and beats around 
re thatfino bushes. It just talks about 


Greyhound, but in so doing we 
lifee] it also tells the story of most 
bther American businesses. 


a Kindly note that 64-dollar 
hrases like “private enterprise,” 

be bigithe competitive system,” etc. are 
» Prettvamot to be found in this message. 


But the ideas they stand for are 
here just the same... in lan- 
buage anybody can understand. 

F. W. ACKERMAN, 
Pacific Greyhound Lines, San 
Francisco. 


_ Lizzie 
n don’t 
Maybe 
to the 
is sure 
oTessio 
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Doubts Trouble Adman 


To the Editor: Some weeks back 


rou ca 
> smile? 


~~ | clipped an ad that appeared in 
‘ Hour paper under “Positions 

Vanted.” I saved this item be- 
ause I had just finished reading 

get Vakeman’s “The Hucksters” . . 

do yougend since have tried to reconcile 

’s mos#mhis ad; even in terms of the pub- 

ich disggicized source of its idea. 

tell tha Here is the “necktie” strategem 

mericamms it appeared in your worthy 
ournal: 

ne of Mi 1} want a Jos Like THE Guy IN 

1essageg ‘THE HuckstTerRs’ Hap! 


Big dough, plenty liquor, 
lots of women, partner in 3 
months—and it has to be in 


Cleveland. Arrange meeting 
and I'll buy a new necktie. 
Hot dog! Let’s go! 


Box 8364, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Here, then, is what I would like 
o know. (1) Did this culprit get 
his job? (2) Did this firm ar- 
} ange a meeting and benefit by 
: t?... or (3) Can you tell me if 
uch a genius got such a job, and 
with whom? 

My reason for asking is this. I 
eel ready to embark on the ship 
pf “Honest, Productive Advertis- 

|fng” and hesitate to leave a pier 

|f/f twelve years’ training in the 
| ield for horizons damned with 
{Mbopular conceptions of the pro- 
ession. As for me, I could never 

ustify writing such an ad know- 
| ng that one day my boys would 

lear or see such egotistic trash; 
pnd by such occasion try to clear 
yself, well knowing that over 
he years I have fairly preached 
he wholesomeness of the business 
f eyeing advertising’s opportuni- 
ies because they seek originality, 
imbition, forthrightness, clean 
hinking and hold no _ barriers 
hgainst consecrated efforts to sell 
ia any of the media. 

Since the day I clipped this ad, 
have looked at it each time I 
igned a letter. It has been before 
e this length of time until now, | 
provoking my thoughts and jest- | 
ngly daring me to write such al 
am. 

Do you know the answers to my 
yuestions? Or can one of your 
eaders furnish the information I 
ook for? Oh, yes, I have been a 


ycost | 


lily and 
nout the 


“Grey 
good 


,’ 


ne Printing M mg? Mal 


coron PROC 


MONROE 1.0.8 03 


OFFICES IW 
TSBURGH AND NEW YORK 


vin 


-|/ entitled 


reader of AA for over three years, 


and wonder if the chap who wrote’ 


the above ad is not one of such 
“Am-I-Good” personalities un- 
identified but conclusively pres- 
ent in circumstances prompting 
that “ace” letter of yours explain- 
ing not-too-far-gone reasons for 
typographic and press’ worries 
hampering usually dependable 
mailings of AA. Or could some 
of these strikers really be “hucks- 
ters” in the final analysis? 

Any attempt to give me my an- 
swers will be very much appre- 
ciated. And very much appreciated 
is AA every week. 

F. A. SHERIFF, 
Ad-Art, Maywood, III. 


7, Ff & 
Wants Agency Study 


for Marketing Students 


To the Editor: Your pamphlet 
“Advertising Agency 


Functions and Compensation” is 
at hand. It is excellent. 

We have a Marketing and Mer- 
chandising Management course in 
the Wharton School consisting of 
85 students. Most of the boys are 
serious. I am wondering whether 
it is within your province to con- 
tribute this material to the class? 
If not, I would be pleased to learn 
the cost involved. 

I fully appreciate the copy re- 
ceived. 

HERBERT W. HEss, 

Professor of Marketing, Whar- 

ton School, University of 

Pennsylvania, Philadelphia. 


[Editor’s Note: Extra copies of 
“Advertising Agency Functions 
and Compensation,” originally dis- 
tributed as Section 2 of the Aug. 
12, 1946, issue of ADVERTISING AGE, 
are available at $1 each. Copies 
were sent without charge to teach- 
ing members of the American 
Marketing Association, and special 


rates are available for students, 
when quantity orders are entered. ] 


, FF 


Story in AA Gets 
Microfilm Orders 


To the Editor: In ADVERTISING 
AGE of Oct. 14, you ran a repro- 
duction of the first ad in the then 
forthcoming Holbrook Microfilm- 
ing Service campaign. 

Less than a week later the cam- 
paign broke in the first of the five 
publications in which it has since 
appeared (New York Times Maga- 
zine, Newsweek, Business Week, 
Nation’s Business and Journal of 
Accountancy). 

Immediately after the first in- 
sertion, the flood of replies began. 
Now they number into the hun- 
dreds, and Holbrook, in order to 
handle all the inquiries, has had 
to employ three full-time, perma- 
nent salesmen, with applicants 
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still being interviewed. 

What will interest you most, 
however, is the intelligence just 
communicated to me that several 
of the inquiries mentioned seeing 
the reproduction of the ad in Ap- 
VERTISING AGE. 

I believe that you may be read 
even more closely than you think! 

Les DEMBER, 

Director of Public Relations, 

Buchanan & Co., New York. 


vvy 
Dark, Light or Normal? 

To the Editor: Too good not to 
pass on is the following descrip- 
tion of a job for Spring Air Mat- 
tress from a Chicago art studio: 

“16x20 enlargement of ‘Woman 
in Bed’ from Spring Air Sales 
Promotion Book. 

“] dark, 1 normal, and 2 light in 
tone with extra paper on all sides.” 

META NIELSEN, 

MacDonald - Cook Company, 

Chicago. 


brands they go for! 


occupations, 


America’s best-buying markets. 
detailed Starch study pictures a mighty plus—2,000,000° 


iat 


NOW... 


know the man nobody knew! 


Starch survey hits pay-dirt with pioneer facts 
and figures on “The Man Who Reads The Pulps!” 


NOW agency men and advertisers can stop speculating on just 
who reads the pulps—how much they earn—how they live—what 
ve America’s most avid cover-to-cover 
readers are now an open book. A pioneer nationwide survey by 
Dr. Daniel Starch puts the spotlight on the pulp market—gives 
in concise, accurate facts the low-down on actual incomes, 
brand usage, plus plenty of other vital data. 


This personal interview analysis Of THRILLING GrouP readers 


man market as of 1946/ 


pulp market survey. 


9 South Clinton St., 


vx No space buyer, 


proves that one of America’s biggest markets is also one of 
And this unbiased, highly 


account 


executive, sales or advertising manager will want to miss 
this key to a national market of newly revealed potentials. 
Today, phone, write or wire for a showing of the Dr. Starch 


* ABC—2,385,055 


10 East 40th St., New York 16, N.Y. * VAnderbilt 6-4424 
Chicago 6, Ill. + 


Franklin 5494 
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Appoints Brinkley V.P. 

Francis H. Brinkley, who was 
assistant advertising manager spe- 
cializing in the radio activities of 
Vick Chemical Company, has been 
appointed vice-president of the 
Delaware Broadcasting Company 
and general manager of Station 
WILM, Wilmington, Del. Don 
Graham has been named assistant 
general manager of WILM, and 
will also continue as program di- 
rector. 


a Readership 
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Outdoor Ad Group 
Supports Control 
of Poster Panels 


San Francisco—Legislation to 
prohibit outdoor poster panels in 
scenic areas and areas adjacent 
to landscaped freeways was re- 
cently proposed by members of 
the outdoor advertising industry 
here. 

Before a joint legislative fact- 
finding committee on highways, 
Frew Morton, legislative represen- 
tative of Foster & Kleiser Com- 
pany, San Francisce, declared that 


; to 
| California 
{Act as constructive legislation, for 
\licensing and regulating outdoor 


! 


jen of California’s outdoor adver- 
tising companies had agreed on a 
‘report recommending proposed 
irulings by the California State 
‘Department of Public Works. 


| The advertising group declared 


‘that it wants the state department 
maintain enforcement of the 
Outdoor Advertising 


Rea 


Through 


the largest audience 


BAKERS’ HELPER you © 


of subscribing 


THE BAKING INDUSTRY MAGAZINE 


ch 14,306 Bakers! 


an reach 


—— 


— 


| ) 105 W. ADAMS ST., 


CHICAGO 3, ILLINOIS 


—~ 


a 
ON 


4 } 


Courtesy, “Tide” 


) 
/ 


"Women's Groups,” he said, “are all up 40% since before the war—but 
you should have known it’s Macfadden Women’s Group that’s back in 
Ist place again!” 


ng ge, 


advertising on private property| . Stee apne ep ge re 


bordering rural highways. 

It also recommended adoption 
of legislation providing statewide 
zoning of marginal strips along 
highways; prohibiting outdoor ad- 
vertising in scenic areas and on 
property adjacent to sections of 
freeways which are landscaped, 
and classifying outdoor advertis- 
ing which would be permitted in 
areas suitable for commercial de- 
velopment. 

The outdoor advertising group 
backing the recommendations is 
comprised of 13 California out- 
door advertising companies and 
the Outdoor Advertising Associa- 
tion of California, which repre- 
sents eight other companies. 


WIBC Promotes Three 


Samuel R. White, sales promo- 
tion director of Station WIBC, In- 
dianapolis, has been appointed as- 
sistant to the general manager. 
Jane Flaherty, WIBC continuity 
editor, has been named assistant 
promotion director. Mrs. Evamarie 
Heaney has been appointed to suc- 

cu wilSs Planervy. 
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SWAMPED—Culling happily through the response to the first postwar premium 
offer by the R. L. Watkins Co. division, Sterling Drug, are (left to right) 
Alexander M. Stewart, manager of chain store sales; D. H. Williams, divisional 
vice-president, and Charles K. Brown, assistant sales manager. 
gold-plated horseshoe brooch for a Dr. Lyon's tooth powder box top and 25 
cents—was advertised in newspapers and drug trade papers and on two net. 
work radio shows, "Backstage Wife" (NBC) and “Bride and Groom" (ABC). 
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All klks 


ARE DIVIDED INTO 3 PARTS: 


Business Owners 
of the 800,000 Elks own their own 


51 ’ 1 70 business. The list reads like a direc- 
tory. Elks own these businesses: automobile sales 
agencies, building supplies, clothing, hardware, 
heating, insurance, real estate, transportation com- 
panies, etcetera, etcetera, etcetera. 


Professionals 
of the 800,000 Elks are professional 


1 6. 6% men. Among them are architects, 
dentists, doctors, lawyers, judges, teachers. All men 
of higher education, good background, above-aver- 
age income. These men are very highly respected 
in their home communities. 


Key Executives 
of the 800,000 Elks are key execu- 


1 5. SI tives in many of America’s largest 
industries. These men are vice-presidents, general 
managers, supervisors, sales executives — positions 
of real responsibility and trust. It takes good men 
to hold them. 
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f Mi dvertising Age, December 9, 1946 


Admen, Salesmen 
ave Vital Task, 
dgerton Insists 


MILWAUKEE, WIs.—Selling and 
dvertising are more than just 
food business—they’re tools for 
ocial betterment—S. Y. Edgerton, 
ales manager of The Saturday 
vening Post, told the Milwaukee 
Advertising Club last week. 

“The economic structure of this 
ountry is built like a spiral stair- 
ase,’ he said. “Production starts 
t the bottom, people buy that 
production, more people learn 
pout that product through ad- 
ertising, more production is cre- 
ted, lower prices result, more 
beople buy, more advertising 
ells more people, necessitating 
more production with lower prices 


nd more people buying... and 
0 on up, step by step.” i 
The day of the “public be 


Hamned” philosophy in business 
gone, Mr. Edgerton said. “Busi- 
hess men generally are too en- 
ightened, too realistic to think 
ptherwise,” he declared. “They 
tre keenly aware that their salva- 
ion lies solely in expanded mar- 
kets, in more people having a 
hance at a higher standard of 


es . 


editorial. Two blue ribbon awards, 
carrying prizes of $250 each, will 
be awarded writers of the two 
next best editorials. Metropolitan 
newspapers in cities of 300,000 or 
more population will be eligible 
for the award. Any qualifying 
newspaper may submit for con- 
sideration any number of editorials 
published during 1946, but only 
one plaque will be awarded. 

Judges in the contest will be 
Henry Wallace, Chester C. Davis, 
R. M. Evans, Dean H. H. Kildee 
of Iowa State College, and Oscar 
Heline. . 


Wheelock Appoints Two 


Angus MacIntosh has been ap- 
pointed head of the radio depart- 
ment in the Philadelphia office of 
Ward Wheelock Company. Diana 
Bourbon continues as radio direc- 
tor of the company with head- 
quarters in Hollywood. Carroll 
Carrol] has been named in charge 
of all radio program scripts with 
headquarters in Hollywood. 


Sears Starts 
Video ‘Matinee’ 


PHILADELPHIA — Standard 
Brands’ “Hour Glass” variety show 
on WNBT, New York, is no longer 
the only hour-long show on tele- 
vision. Sears, Roebuck & Co. now 
is sponsoring an hour-long, all- 
movie ‘Matinee for Youth” on 
Philco’s WPTZ here Fridays at 4 
p.m. It is Philadelphia’s first com- 


mercially sponsored § afternoon 
video offering. 
Sears, which also sponsors a 


Thursday night 30-minute “Visi- 
Quiz” program on WPTZ (AA, 
Nov. 18), not only has “already 
found television an excellent ad- 
vertising medium,” but feels it is 
“actively helping to increase the 
television audience in the Phila- 
delphia area by providing an after- 


\Noon program which will permit 


dealers to demonstrate sets to 
many new customers,” said M. Z. 
Kissileff, sales manager for Sears’ 
mail order operations here. 

Benjamin Eshleman Company 
is agency for both of the Sears 
television shows. 


Corday Names Clements 

Corday Liquors, Inc., Philadel- 
phia, has appointed Clements 
Company, Philadelphia, to handle 


its advertising. Corday, through 


an arrangement with the Brighton 
Hotel in Atlantic City, has become 
possessor of the original recipe for 
and the right to manufacture 
Brighton Punch. A national con- 
sumer, trade publication and point- 
of-sale campaign is planned to 
introduce the product. 


IH of Canada Ups Three 


A. L. Elliott, sales manager, has 
been appointed vice-president in 
charge of sales, credit and collec- 
tion, and consumer relations de- 


61 


partments of International Har- 
vester Company of Canada, Ham- 
ilton. L. H. Kain, district man- 
ager, has been named _ general 
sales manager, and C. C. Brannan, 
branch manager, has been ap- 
pointed assistant general sales 
manager. 


The Biggest Little Paper in the U. S.! 


AUFBAU 


LINEAGE Sees heyers ety, 
[ “AUFBAU is tops.” 
5 J |__| 1940.... 300,000 tines 
c 1941.... 550,000 lines 
67 1942.... 650,000 lines 
A 1943.... 729,212 lines 
1944.... 850,000 lines 
1945... . 1,100,388 lines 
* 


For rates and ABC circulation, write Adv. 
Manager, Aufbau, 67 W. 44th St., N. Y. 


iving and that this calls for more 
obs and permanent jobs at fair | 
rages for all concerned.” 
Advertising and selling have im- | 
portant parts in creating demand, | 
pnd consequently more production, | 
ore jobs and better wages, he) 
baid. 
“American industry through its | 
Hetermination to increase produc- 
ion is committed to doing its 
hare toward keeping alive and 
building stronger the American 
ree enterprise system,” he con- 
inued. “I believe that we men 
rnd women engaged in advertis- 
ng and selling not only have an 
ppportunity but the responsibility 
or carrying out that commit- 
ent.” 


ill Award a Plaque for 
Best Farm Editorial 


Wallaces’ Farmer & Iowa Home- 
tead, Des Moines, will award a 
blaque to the metropolitan news- 
baper which during the year pro- 
luced the best single editorial in- 
erpreting the farmer to the city. 
he paper will distribute $1,000 in 
hree cash prizes to editorial 
writers. A purple ribbon award, 
arrying a prize of $500, will be 
bwarded the writer of the plaque 


Lae 
Print it in 
— ; q 
\ the West 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 


process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


WSIX 


its radio families. 


FOR DETAILED 
REFERENCE DATA 


MARKETS EDITION 


5,000 Watts 
980 K C 
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The Vo Al 


of over 800 million dollars a year. 
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NASHVILLE 


SHE 


———— = 
niin yuraear ay}! 
WH PULL 


gives you all three: 


The Market—Nashville's retail trade area alone has a spendable income 
The Coverage—WSIX effectively covers the Nashville market area and 


The Economy—Y ou effectively reach so many who have so much to spend. 


AMERICAN * MUTUAL 


National Representative: 


THE KATZ AGENCY, Inc. 
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|'47 Medical Care 
|Outlay Will Top 
14-Year Record 


MINNEAPOLIS — Although collec- 
tively it is no sicker than in prior 
years, America will in 1947 spend 
about $5,560,000,000 for medical 
care to top a 14-year upward trend. 
The financial outlay, which will 
double the amount spent in 1938, 
includes federal, state, and local 
government, philanthropic and in- 
dustrial expenditures, as well as 
those of individual consumers. 

According to a medical expense 
study, released by Modern Medi- 
cine, higher income groups show 
a tendency toward higher than 
average proportion of illnesses re- 
ceiving medical attention. How- 


eee ° ke 


\ eee [ CHICAGO A ever, Modern Medicine points out 
ha pdle = 4 that higher income groups have no 
» — greater proportion of sickness but 
* — 7 are able to buy more medical at- 
| we ip a - tention. 


. : In contrast to 1935-36, when 
54% of the consumer units had 


incomes of less than $1,000 an- 
nually, today less than one-fourth 
of the consumer units are in the 
less-than-$1,000 income bracket. 
The families with $5,000 income 
annually or more have risen since 
that time from 2% of the popu- 
lation to about 8%. Families in 
the $500 income bracket will spend 
during 1947 only an average of 
$17.78 for medical services, while 
the $5,000-or-more group will 
spend an average of $258.33. 

Increase in medical care ex- 
penditures is attributed to acci- 
dent, health and hospital plans, as 
well as increased earnings. 


Trailer Show Seheduled 


The 1947 National Trailer Coach 
Show will be held at Navy Pier, 
Chicago, March 15-23, 1947, spon- 
sored by the Trailer Coach Manu- 
facturers Association. Promotion 
plans for the show include use of 
radio, newspapers and magazines. 
The association, which held its 
recent convention in Chicago, is 
headed by Harold D. Platt, presi- 
dent of the Platt Trailer Company, 
Elkhart, Ind. 


Glen Miller, debonair head of M. Glen Miller Advertising, Chi- 
cago, is a busy man these days. In addition to addressing the 
Junior Achievement Club of Chicago and the Fort Wayne Chamber 
of Commerce in recent days, he wrote an article for the Nov. 9 
Liberty, explaining the “Naperville plan” developed by HomeOla 
Corp., prefab housing maker, a Miller client. . . 

Norman A. Davis, commercial mgr. of KALE, the Journal’s sta- 
tion in Portland, Ore., is conducting a weekly discussion course in 
“Effective Salesmanship” on Tuesday evenings at Multnomah Col- 
lege... 

Betty Buffe, recently with the promotion staff of the Bureau of 
Advertising, and Lee Noland Norgaard, AP bureau chief in Okla- 
homa City, were married Nov. 17 in Manhattan’s French Church 
du Saint Esprit. They will make their home in Okla. City. . . AP’s 
exec. director, Kent Cooper, pays tribute to a newspaper woman 
in a new historical novel, “Anna Zenger,” in which the heroine js 
the wife of John Peter Zenger, 
courageous printer of the 1720’s. 
The book was dramatized on 
the radio as “Mother of Free- 
dom,” on the NBC “Cavalcade 
of America” program Dec. 2, 
sponsored by du Pont... 

Reggie Morgan, v.p. in charge 
of radio commercials for R&R, 
and WQXR’s (N. Y.) exec. v.p., 
Elliott M. Sanger, participated 
in a round table discussion at 
Rutgers University Nov. 19 on 
“How Can Radio Best Serve in 
the Public Interest?” ... 

Walter R. Swartwout, who re- 
tired last month as_ business 
mgr. and sec’y-treas. of Clissold 
Publishing Co., Chicago, and 
Mrs. Swartwout celebrated their 
54th wedding anniversary a few 


CARMICHAEL FAN—Frank Stanton, 


weeks ago. They plan to spend 
their winters in Florida, where 
Mr. Swartwout is a director of 
the Lakeland Highland Coop- 
erative Association of citrus 
growers... 

“The Case for the Guaranteed 


left, president of the Columbia Broad. 

casting System, who seldom attends the 

network's frequent cocktail parties for 

the press, turned up at a recent one in 

New York honoring Hoagy Carmichael, 

right, composer and star of Luden's 
program on CBS. 


adhesive . . 


Trans-adhesives are an exclusive MONSEN method of 
preparing etch proofs that are transparent and 

. ready for mounting without rubber cement 
over layouts—wash drawings—photographs—-line 

work, etc. Makes comprehensive layouts look like 
actual_printed job . . . provides a transparent 


protective covering that guards artwork against 


rough handling. Trans-adhesives are supplied in 


black, white or a combination of a wide range of 


22 EAST 


SUPERIOR 1223 


.....Moonsen- 


ILLINOIS STREET 


colors. Write or phone for details! 


Chicago 


Annual Wage” is the title of an 

article in the December issue of Pageant, written by Mort Heineman, 
v.p. of Franklin Bruck Advertising Corp., New York... Vernon R. 
Churchill, assistant to the publisher of the Journal, Portland, Ore., 
remarried his former wife, Leila, in San Francisco Nov. 25... 

National Broadcasting Co.’s 10-Year Clubs, New York and Chi- 
cago, will hold their annual banquet Dec. 12—Chicago’s at the Drake, 
New York’s at the Waldorf. A. W. Kaney, station relations mgr. of 
the central division, is managing the Chicago party. .. Rod Mac- 
lean, ad manager of Union Bank & Trust Co., Los Angeles, has four 
poems in a new anthology, “Adventures in Poetry,” edited by Ted 
Malone and published by William Morrow & Co... 

A testimonial dinner was given at the Waldorf-Astoria, New York, 
Nov. 19 for James Krieger, editor and publisher of Lighting & 
Lamps, in celebration of the 25th anniversary of the founding of 
his publication. . . Charles B. 
Lindeman, publisher of the Se- 
attle Post-Intelligencer, has 
been elected president of the 
Pacific Northwest Trade As- 
sociation. . . 

Doris Anne Ellison of South 
Orange, N. J., has announced her 
engagement to Frederick Wig- 
ton Bristol, son of Lee Hastings 
Bristol, v.p. in charge of adver- 
tising for Bristol-Myers. Fred 
served with the Fifth Air Force 
in New Guinea and the Phil- 
ippines. . . James M. Cecil, pres. 
of Cecil & Presbrey agency in 
New York, will serve as Man- 
hattan chairman of the Ameri- 
can Red Cross’ 1947 fund cam- 
paign. Mr. Cecil is well known 
as wartime public information 
chairman of its war funds of 
Greater New York drives. . . 

James W. Egan, v.p. and ad 
director of the Toledo Blade, 
and Mrs. Egan are in their new 
home, Keme Farm, on the out- 
skirts of Toledo. The farm’s name is a combination of the initials 
of the two Egan daughters, Kathleen (now Mrs. James V. Tomai 
Jr., living in New Jersey) and Martha (attending Eden Hall, Philly). 
The Egans recently left their home at 5 Hewitt Ave., Bronxville, 
N. Y., when Mr. Egan went over to the Blade from the New York 
Times. .. 

Lawrence Fertig, New York, is one agency president who doesn’t 
think labor should get a raise. He aired his views last Tuesday over 
Mutual on the 9:30-10:15 (EST) “American Forum of the Air” pro- 
gram, broadcast from Washington, D. C. .. Don Bennett, account 
exec. and technical adviser with the Shappe-Wilkes agency, New 
York, will be chairman of the board of judges of the WJZ farm 
photo contest which closes Jan. 22. Prizes total $1,500... And from 
that station we learn that commentator Alma Kitchell was presented 
the annual diction award for the best radio voice in 1946 by Stephen 
Nester, director of the International Sound Research Institute. Mrs. 
Kitchell, who is also pres. of the Association of Women Directors 
of the NAB, received the award during her WJZ “Woman’s Fx- 
change” program broadcast from 1:15-1:30 EST Dec. 4... 


ON THE RECORD—"Hope? | know 
him well" says Jerry Colonna to Lloyd 
W. Dunn, president of Dunn-Fenwick 
& Co., Los Angeles, handling the Capi- 
tol Records account. Jerry and Bob are 
both Capitol Records stars, and they 
have been together on Hope's radio 
program since its inception. 
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AB Changes Its 
\ir Rule Plans- 
but Faces Fight 


Non-Certified 
Lines Handicapped; 
Hearing Set Jan. 6 


WASHINGTON—Latest proposals of 
e Civil Aeronautics Board cur- 
hiling the activities of ‘‘non-cer- 
fied” or “non-scheduled”’ freight 
nd passenger carriers are likely 
p prove only slightly less irritat- 
g than highly controversial 
roposals put out for discussion 
ast spring. 

Though the new proposal omits 
me of the specific prohibitions 
f the earlier one, it retains the 
asic philosophy that these 
phnny - come - latelys in the avia- 
on business must not suggest by 
eir pattern of operation or by 
eir advertising that they provide 
egular service between specific 
oints. 

When the board holds oral argu- 
ent Jan. 6, prior to adoption of 
final regulation to govern this 
apidly growing branch of the 
viation business, presumably dis- 
ssion will center on the validity 
f rules which will greatly hinder 
bility of non-certified lines to 
licit business. 


Must Carry ‘Letter’ 


In themselves the rules do not 
rohibit advertising by the non- 
ertified carriers, but they require 
at any advertising contain “in 
ull and in substantially the same 
orm” the text of CAB’s “Letter of 
emporary Authority” containing 
brief summary statement of the 
haracter and scope of authority 
anted. 

These “Letters of Temporary 
uthority” are to be issued to all 
on-certified carriers, outlining 
heir right to carry passengers or 
eight at irregular intervals along 


any airway. 

By requiring each ‘“non-certi- 

fied” firm to obtain such letters, 
CAB obtains basic information 
about equipment, ownership and 
operating plans. Two types of let- 
ters are contemplated. One for 
firms operating larger aircraft will 
be based on more detailed applica- 
tions than the letter for smaller 
firms. 
e The “Letter of Temporary Au- 
thority”, which is to be repro- 
duced in all newspaper, magazine, 
periodical, leaflet, telephone book 
and distributed advertising, is also 
to be displayed prominently and 
conspicuously in sales offices and 
inside the cabin of the aircraft. 


‘Way,’ ‘Line’ Forbidden 


Indicative of CAB’s continued 
intention of preventing non-certi- 
fied firms from preempting the 
business of the regular certified 
carriers is a rule specifically pro- 
hibiting them from using the 
words “way” or “line” alone or in 
combination as part of the name 
under which the business is con- 
ducted. 

Use of such words as “airways” 
and “airlines” would thus be 
barred, as the board feels that 
such expressions clearly violate 
the basic assumption that non- 
certified firms must not “provide 
or offer regular or reasonably reg- 
ular air transportation between 
designated points.” 

Previously the board has de- 
clared that “to fall outside the 
meaning of regularly, a service 
must be so characterized by varia- 
tion as to be free from the sugges- 
tion of a normal, customary and 
common course of action.” 

In its original proposal, subse- 
quently attacked by thousands of 
veterans who have become “non- 
scheduled” carriers of freight and 
passengers, CAB argued that “non- 
scheduled” has far more meaning 
than mere absence of a published 
timetable. 


Point of Distinction 


“When the point is reached at 
which operator and passenger 
tacitly assume that trips will be 
operated between such points with 
fair regularity, and that the only 


Ty PU eT TS 


a 


MEASURE OF THE 
BUSINESS ACTIVITY 
OF A COMMUNITY 


Bank debits, 


measure of the business activity of a community. 


Waco banks showed an increase ot 73.6 in debits 
during September to lead the southwest in this 


respect. 


WACO BANKS STOOD 
ENTIRE NATION 


CREASE OF CLEARINGS FOR THE FIRST NINE 
MONTHS OF THIS YEAR OVER THE FIRST 
NINE MONTHS OF LAST YEAR. 


The increase was 43.5% * 


Figures don’t lie. 


Those above reveal interesting characteristics ot 
a market in which advertising results are assured. 


*According to Oct. 31 
issue American Banker 


Especially is this true when the media is 


THE WACO NEWS - TRIBUNE 
THE WACO TIMES - HERALD 


EVENING 


BURKE, KUIPERS AND MAHONEY, Representatives 
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question is whether space can be 
obtained, the operation ceases to 
bé non-scheduled,” it said. 
Crackdown on the non-sched- 
uled firms came when CAB found 
that extensive operations by new- 
comers were cutting into business 
of scheduled lines. Using an ex- 
emption in CAB’s rules originally 
issued for skywriters, instructors 
and other irregular operators, 
newcomers—for the most part vet- 
erans—were digging in, particu- 
larly in air freight. 
CAB’s latest proposals for non- 
certified firms eliminate an earlier 
suggestion which would have pre- 
vented this class of operator from 
making overseas flights. 
While CAB’s action would open 
the way for trips overseas it would 
not be a guarantee that the non- 
certified firms would be able to 
obtain permission to land on for- 
eign fields. 
Though the rules are still tenta- 
tive, CAB has already proceeded 
against nearly a dozen non- 
scheduled firms for violating exist- 


ing provisions. In several such 
cases the firms have promised to 
change their operating methods, 
and have waived hearing. 


DuMont Unveils Light 


Beam Transmission 


“Photovision,” a revolutionary 
development by Dr. Allen D. Du- 
Mont, television manufacturer, 
permitting transmission of pic- 
tures and sound over a light beam 
instead of radio waves, was un- 
veiled last week by Dr. T. T. 
Goldsmith, research director of the 
DuMont laboratories, in a demon- 
stration before the American In- 
stitute of Electrical Engineers in 
Washington, D. C. Since the sys- 
tem uses neither wire nor radio, 
it is questionable whether such 
relays come under FCC jurisdic- 
tion. 

The light-beam device was ac- 
claimed as simplifying the problem 
of short-range relays, such as from 
a football field to a main trans- 
mitter, or inter-city relays in 
which it would replace expensive 
coaxial cables. The new system 
will transmit color as well as 


:. 


black-and-white video, operates in 
light or darkness and without in- 
terference from static. A _ five- 
mile relay using the light beam 
will be demonstrated soon, Dr. 
Goldsmith reported. 


Adclub Plans Rally 


The Advertising and Sales Club 
of Toronto is sponsoring a sales 
management conference and sales 
rally in Toronto on Jan. 3. 


ck Make It 
the Perfect 
sa 


Just nt or Wire Us 
Natl Na ae Bae 
FRUIT BY gente 
Boardwak, pw. 
Phone A. GO. 4-8880 


You can 


MEASURE 


the typical reader 
of The ROTARIAN 


We believe no other magazine in the world has readers 
that can be defined as clearly for you as those of The 
Rotarian Magazine. 


The reason for this is that Rotarian readers are not 
heterogeneously self-nominated. They are elected and 
selected in each community. They are hand-picked as 
community leaders by fellow community leaders who 
know them. 


And they influence the thought and the buying habits 
of their communities. Over 78 per cent of them are 
owners, partners or key executives of businesses; 8.3 
per cent are branch managers; 70.6 per cent of them buy 
or O.K. purchases for their companies or offices. 


35 East Wacker Drive, Chicago 1, Illinois 


They are on all kinds of boards and committees in 
their communities. As they buy, so do others. 


And 73.6 per cent own their own homes; average 
value $18,190! 


Send for “A Typical Reader,” a digest of a new survey 
which enables you to KNOW the influence and buying 
power of the subscribers to The Rotarian. (June ABC 
230,201, Net Paid.) 
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Buying Office Expands 

The May Department Stores 
Corporation has increased its space 
in the Merchandise Mart, Chicago, 
by taking a long term lease for 
more than 5,000 square feet. 


Constance Boland Moves 

Constance Boland has resigned 
from Lennen & Mitchell, New 
York, to join Morse International, 


Inc., of that city, as group copy 
chief of the cosmetic division. 


Magazine Moves Offices 


Fleet Owner, New York, has 
discontinued its San Francisco 
office, and all West Coast business 
will be handled through the Los 
Angeles office. The company’s 
Cleveland office has been moved 
to R. F. D. No. 4, Chagrin Falls, O. 


MoreBuyingPower 


in SCHENECTADY 


ST 


in 


SELL tne sich, 


progressive market 
that's showing great 
post-war industrial 
growth... sell it 
through its leading 
newspaper — The 


Gazette! 
ADVERTISING 


CIRCULATION 


READER 
CONFIDENCE 


YOUR BEST BET... 
SCHENECTADY 


CAZETTE 


REYNOLDS-FITZGERALD, INC.— National Representatives 


Kendall, Agency 
Founder, Relates 
All ‘Nine Lives’ 


New York—Some men combine 
many lives in one, and one of 
these is Messmore Kendall, who 
managed to cram into his life 
careers as a promoter, entre- 
preneur, mining developer, re- 
porter, advertising man, politician 
and Republican candidate for Con- 
gress. These are described in 
“Never Let the Weather Inter- 
fere,” a title from a family prov- 
erb (Farrar, Straus & Co., $3.75). 
At 16, Mr. Kendall was a stu- 
dent in a military school in Wash- 
ington, and with a friend started 
an advertising advisory service 
which was shortly earning at the 
rate of $100 a week. “It was an 
innovation, and we became in 
1886 about the first of the long line 
of advertising agencies in Amer- 
ica,” Mr. Kendall reports. During 
the same period, Mr. Kendall 
asked John Philip Sousa, then in 
his heyday, to compose a march 
for the school, from which “The 
High School Cadets” resulted. 
Kendall doubled in brass as a 
Senate page boy, dancing down 
the spittoon-lined aisle, with 
spurting tobacco juice an occupa- 
tional hazard. 


Starts with ‘News’ 


Kendall and his mother home- 
steaded a farm near Julesburg, 
Colo., and the boy reported a town 
fire and a railway wreck, sending 
them in unsolicited to the Rocky 
Mountain News. These led to a 
job on the News as a reporter. 

A year later he was studying 
law at Columbian College, now 
George Washington University. As 
a fledgeling lawyer, he became 
counsel to a gold mining company 
named accurately Gilt Edge Min- 
ing Company, and spent the early 
days of his stay in Montana look- 
ing for the mine’s manager, who 
had absconded with a sizable 
chunk of cash. 

His apprenticeship over, Mr. 
Kendall returned to New York in 
1900 and began practice. Success- 
ful from the first, he later formed 
Kendall and Herzog, and became a 
figure in the New York of Jim 
Brady, Delmonico, Louis Sherry 
and Lillian Russell. 


Started Capitol Theater 


In 1916, Kendall, along with 
Crosby Gaige and the late Major 
Edward Bowes, bought the land 
and built the Capitol Theater in 
New York, the first of Manhat- 
tan’s huge motion picture theaters, 
and the first to couple a stage 
show with movies. The Capitol’s 
board of directors was in- constant 
dissension, and in 1920, a year 
after the theater opened, the di- 
rectors hired Samuel (Roxy) 
Rothafel, who developed the 
theater, started broadcasting from 
its stage, and eventually went to 
Radio City to run its Music Hall. 

From the Capitol, Mr. Kendall 
branched out, produced several 
Broadway plays, and some early 
motion pictures, then retired from 
business to travel. He has a 
notable collection of Washington 


2 memorabilia, and consented to take 


part in the Washington Hall ex- 
hibit for the New York World’s 
Fair. As chairman of patriotic ac- 
tivities, he arranged the reproduc- 
tion of Washington’s inaugural 
journey from Mount Vernon to 
New York. 

At the fair, however, the Hall 
was placed next to a high-walled 
enclosure, which had not yet 
opened. It was rumored to be a 


"2 |foreign village, but when the ex- 


\|hibit was finally opened, 


it was 
revealed as a “Nudist Village,” 


and the juxtaposition of Washing- 


ton and the nudists is something 
for which Mr. Kendall has not yet 


program. Executives may obtain 
a copy by writing to the company 


at 135 S. LaSalle St., Chicago 3. 
Traubee Buys Utensil Co, 


Traubee Products, Inc., New 
York, manufacturer of pressure 
cookers, has made arrangements 


forgiven the fair’s management. 


Issues Production Aids 


Production Decalog, a 40-page 
booklet published by George Fry 
& Associates, consulting manage-|for the purchase of the physica) MiA/ 
ment engineer of Chicago and New |assets of Aluminum Castware 
York, outlines 10 elements of an|Corporation, New York, maker of 
effective production engineering | cooking utensils. 
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Sportsmen are Spenders! 


Anyone who buys guns or other sports equipment is usually fairly, ,<j;, 
well fixed financially. And you can bet that when he wants anything 


hip ¢ 
else in the “male” line, he has the money to buy it. nd | 


nd d 

FUR-FISH-GAME’S 100,000 outdoor, sports-minded readers areff’*"!°' 

a perfect male audience. Some, too, are all year round hunters andj 
trappers. That’s why your advertising in F-F-G is unusually pro- Tech 
ductive, why F-F-G is a splendid medium for testing new products. whan 
Put F-F-G on your 47 schedule. trike 
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The A. R. Harding Publishing Co. 
REPRESENTATIVES 
— New York 
Cole & Mason, Superior 6558 Walter C. Elly, Murray Hill 4-0626 


175 E. Long St., Columbus 15, 0. 
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A \ Pacific Merthwast 
Market of 649,000 Persons 


.. with the highest Per Capita Effective Income 
in the nation today, $2,688! This rich group can- 
not be reached through ordinary radio time 
buying. Reason: The Pacific Northwest is sliced 
up with towering mountain ranges which play 
hob with radio reception from “metropolitan” 
areas. The only effective way to reach this pros- 
perous group is through their local community 
stations. BMB figures show better than 76% 
average coverage of daytime radio families for 
all 15 stations! 


DAUD 


OREGON WASHINGTON 
Wik (MDL) KORE (MDL) KXRO (MDL) KRKO (MDL) 2 
Albeny tugene Aberdeen Everett 
KAST (MOL) KFLW (ABC) KVOS (ABC) KWLK (MDL) ; 
Astorie Kiemoth Falls Bellingham Longview 
KBND (MDL) aoe (MDL) KELA (MDL) KGY (MDL) ‘ - 
Bend Roseburg Centralie Olympic 
KOOS (MOL! KSLM (MDL) KPQ (ABC) 
Coos Bey Salem Wenetchee 


MDL—Mutuol Don Lee Affiliote 


e 
vdqio Yroup 
ABC—Americon Broodcasting Company Affiliote ra 3 


Write or wire THE HOMER GRIFFITH CO., New York, Chicago, San Francisco, Ho!’ 
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="Mosher Asks NAM 
0 Aid Stabilized 


= F . 
*<Wvage Campaign 
Ker oO 

(Continued from Page 1) 
——; 


ram.” 
Business Is ‘Crusader’ 


il responsibility” in this, be- 


ause: (1) 


bublic that business is the cru- 
ader and the provider of the 
ood things of life; (2) it is the 
S¥enost important single thing we 
an do to combat subversive in- 
luences” in America, and (3) “it 
s the only reliable way to build 
asting prosperity for all America.” 


- - dichinn 


ad been “warned that the use of 
he term guaranteed annual wage 
n an NAM meeting hall causes 
few people to turn purple with 
poplexy, but all of you are going 
o hear more about it in the com- 
ng months, so you might as well 
ear a few things about it from 
ne now.” 

Walter B. Weisenburger, execu- 
ive vice-president of NAM, said 
hat “an annual wage, as_ such, 
s impossible. But it is not im- 
ssible for management, as many 
nave already done, to study every 
yossible process of adding more 
egularity to employment.” 


Must Dramatize Program 


NAM’s 1947 program, Mr. Weis- 
nburger added, “will help drama- 
ize management’s desire to cor- 
ect any remaining shortcomings 
n the way our system operates... 
Business can capture the leader- 
hip of public opinion if it makes, 
ind dramatizes, a’ conscientious 
nd determined effort to solve the 


lers are hation’s legitimate economic prob- 
ers andes when they exist. 

The association had been re- 
ly PIO"R orted as considering a_ special 
oducts lewspaper campaign on the coal 

trike, through its agency, Benton 

t Bowles, but the campaign did 

15, O.got materialize. 


Holcombe Parkes, vice-president 
n charge of public relations, was 
626 cheduled to make a_ detailed 
resentation of the NAM’s public 
elations program Friday 
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Effective Buying Income 
$414,384,000 
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EWS-RECORD 


| noon, 
|/noon he described the “Trend To- 


| economy; 


In a talk Wednesday after- 


ward Collectivism” in the nation’s 
the “great challenge” 
facing business men, and the 


‘things which the NAM is doing to 


meet it (AA, Oct. 7). The NAM 
at that time was holding a $900,- 


|000 advertising fund for con- 
| tingencies. 
Mr. Parkes stressed the impor- 


pb security with a sound, work-| tance of * 
ble employment stabilization pro-| of faith” and of 


Mr. Mosher admitted that he| 


after- 


‘your public confession 
“a rising chorus 
|of truth that will soon overwhelm 
‘the peddlers of hate.”’ 


John Howard Pew, president of 


ie urged the NAM to “assume|Sun Oil Company, Philadelphia, | 
|and member 
“It is the surest way | relations committee, credited NAM 
9 convince our employes and the| advertising and public 


of the NAM public | 


relations 
efforts this year with the death 
of OPA. 

NAM, he pointed out, “pro- 
ceeded in the faith that once you 
give the facts to the American 
people, they will turn to the ways 
of common sense and prudent ac- 
tion. This is exactly what hap- 
pened.” 

Between February and Septem- 


| ber, Mr. Pew said, polls indicated 
| that a majority of the people had 


swung from a position for to 
against price controls, and he 
added: “I doubt whether there | 


has ever been another instance of 
such a sharp reversal 
opinion on a matter of great im- 
portance in so short a period of 
time.” 

Sen. Joseph H. Ball of Minne- 
sota said that “the equalizing of 


rights and responsibilities of em- | 


ployers and unions under the law” 
is one problem 


AMA Chapter, Annual 
‘Meetings to Be Held 


The Northern New Jersey 
chapter of the American Market- 
ing Association on Dec. 10 and 11 
will hold a forum on “Distribution 
—for Cash or Credit” at the New- 
ark Athletic Club, Newark. 

The annual convention of the 
American Marketing Association 
will be held Dec. 26-28 at the Uni- 
versity of Pittsburgh to discuss 
marketing teaching methods. 


of public | 


which must be | 
solved by revision of present laws. | 


ous 
pr. 
Armed Forces 


George J. Burger Jr. (Army) has 
rejoined Burger Tire Consultant 
| Service and National Independent, 
New York. 

James K. Anson (Navy) has 
been named executive secretary of 
Controlled-Circulation Newspapers 
of America, with headquarters in 
Cleveland. 

F. E. Ross (Army) has been ap- 
pointed supervisor of household re- 
frigeration advertising for Wes- 


tinghouse Electric Appliances Di- | 


vision, Mansfield, O. 

Coleman D. Asinof (Army) has 
returned to Advertising Corpora- 
tion of America, New York. 


Wieboldt Names Sullivan 


Eugene T. Sullivan, formerly 
with Sears, Roebuck & Co., has 
been appointed advertising man- 
| ager of Wieboldt Stores, Inc., Chi- 
cago. 


Kaye on Radio Panel 

Sidney Kaye, general counsel 
for Broadcast Music, Inc., will join 
with Mark Woods, president of 


|American Broadcasting Company, 


in upholding the affirmative side 
in a debate on “Is Radio Serving 
the Public Interest?” next Thurs- 


day night on ‘America’s Town 
Meeting” broadcast on the ABC 


network. Frederic Wakeman, au- 
thor of “The Hucksters,”’ and FCC 
Commissioner Clifford Durr will 
speak for the negative side. 


= MDVERTISING 
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az Network Food Advertising’ . 
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* First 9 months 1946 
P.f. B. 


AB 


There’s plenty of meat for adver- 
tisers—especially food advertisers — in 
this ABC success story: 


Today the American Broadcasting Com- 
pany leads all other networks in volume 
of food advertising. Since 1942 all net- 
work food advertising has increased 55%. 
But during this same period ABC has 
registered an increase of 343% — over six 
times the figure for the industry! 


An increase as big as this one doesn’t just 
happen. It is caused to happen. And in 


this case the causes were three: 


/. COVERAGE: ABC provides intensive 
coverage of America’s major food mar- 
kets from 
message at economical rates which re- 


within—and presents your 


American Broadca Pasting ¢ Company ’ 


ADI 


A NETWORK CF 236 Ff 


ABCyow J 


. 


io tae ene ans none ous “ “ wit hime ws wid 
sult in a low cost per thousand listeners. 


2. PROGRAMMING: ABC morning 
programming, which has risen to top 
listener ratings over the past three years, 
is built to order for America’s product- 
buying housewives. 


3, PROMOTION: ABC stations— now 


more than 230 of them—do a terrific ¥ 
job locally, put plenty of enthusiastic oe es 
promotion behind their network pro- ae 

- 


grams. 


The moral: follow the lead of top adver- 
tisers like Swift, General Mills, Kellogg, 
Quaker Oats, Derby Foods, 
McNeill & Libby, 
«nd ship your goods to market via ABC. 


and Libby, 
just to mention a few, 
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John Hancock Life 
May Air Symphony 

“In the works,’ at AA press 
time, was a deal for the John 
Hancock Mutual Insurance Com- 
pany, Boston, never before in net- 
work radio, to begin sponsorship 
of the Boston Symphony Or- 
chestra’s Tuesday night broadcasts 
on the ABC network. The contract 
reportedly involves an outlay of 
$1,000,000 for time and _ talent. 
Agency for the insurance firm is 
McCann-Erickson. 

The Boston Symphony broad- 
casts have been carried on a sus- 
taining basis by ABC since Allis- 
Chalmers Mfg. Company, which 
sponsored the orchestra for several 
seasons, dropped the program last 
August. 


sues. SARS esas = 
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‘THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, Illinois 


Copy Indicates 


Rail-Air Battle 
for ‘47 Travelers 


(Continued from Page 1) 
budgets and definite plans 
still uncertain. 

At least one New York consult- 
ant to railroads told AA that he 
believes that rail advertising ap- 
propriations will be smaller in 
1947. He attributed this to a 
slight decline in. traffic, 
freight rates which the Interstate 
Commerce Commission has not yet 


are 


raised, and shortage of new equip- | 
/ ment. 


Airline copy which insists on 


| comparing air fares with first class 


rail fares is likely to run into some 
meaty opposition, especially from 
such lines as the Southern Pacific. 
It has 


> ‘ 


static | 


| train. 
already declared bellig- | 
erently that one such comparison | the journey, etc.” 


was “the straw which broke our 
patience.” How many others will 
lose their patience during 1947 is 
still a moot question. 

Airlines, already under fire in 
articles appearing in Fortune and 
The Saturday Evening Post for 
their treatment of passengers and 
schedules, can almost certainly 
look for some more indirect nips 
from railroads. 


Ads Stress Weather 


Says Baltimore & Ohio copy, 
“T take the train... it gets you 
there,’ the implication of which 
no airline could miss, especially 
during stormy weather. Other 
B&O copy points out “Getting 
there on time is what counts. . .” 
Richard A. Foley Advertising 
Agency, Philadelphia, handles the 
account. 


that at least part of its 1947 copy |scudding low. 
will be aimed also at bus and auto 


travelers. 
own copy. 


The Wabash Railroad Company, 


St. Louis, 
situated to talk about 


transit due to relatively short pas- 
expects to tell how 
much simpler and more comfort- | 


senger 


runs, 


The line prepares 


in some ways 


Advertising Age, 


December 9, 1546 


But aboard >» 5y, 
New York Central train, you ca 


| depend on all the things that n eay 
'a good night.” 


This appeal, pl: ceq 


through Foote, Cone & Bel 


‘could hardly miss scoring wit an 


airline passenger who has sg jo 


drearily waiting for weathe 
clear. 
However, New York Cen rq) 


‘able it is for passengers to go over-| made it clear that the line’s ad 

night by rail rather than to arise | tising appropriations depend 
_at 6 a.m. to go by plane. 
bash indicates, however, that it is | 1946 copy has gone to explain 
hesitant about getting 
knock-down, drag-out advertising| NYC service and there is some 
squabble with airlines because it/| likelihood that 1947 copy may uti- 
gets considerable business from | lize the same theme. 


| airlines 


in 


the Midwest when| 


The Wa-| equipment deliveries. 


Much o 


any | what the coal strike has done to 


The New York, New Have 4% 


|planes are grounded. Gardner Ad-| Hartford will get in its plug 
vertising Company, St. i 
the agency. 

New York Central is hammering | P. Colton Company, New York 


Florida East Coast Railway de-| 


clares smugly, “No other form of 
transportation affords the spacious 
comfort that is yours aboard a 


cramped in one seat throughout 
It also indicates 


Instead of remaining) 


away from the standpoint of) 


weather 


Collier’s, 


with year-end copy 
Newsweek, 
New Yorker, Time and U.S. News. | 


Life, 


in | 


is | the 
|Certain,” placed through Wendel] 


slogan, ‘“‘Comfortable—Sa 0 


Can’t Be Neutral 


The Pullman Company was the 
most emphatic regarding its re- 


“You go, weather or no!”’, the rail- | 'fusal to get into a squabble via 


Federal Reserve indexes prove 


Something V4 Happened to Retail Sales in Each of These 3 Cities 


during the six-week period ending October 12 


HE Federal Reserve Board maintains weekly 
department store sales indexes for each of the 
twelve Federal Reserve districts and for every major 


city in each district. 


Normally, the indexes for each district are closely re- 
lated and follow a parallel pattern of ups and downs. 
But when a severe local dislocation of business occurs 


Mm PITTSBURGH «++ @ power stoppage 


paralyzed local business, forcing most department 


stores to close. 


an 
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Week Ending SEPT. 7 


SEPT. 14 


SEPT. 21 SEPT.28 OCT.5 OCT.12 


% Department store operations in Pittsburgh came to a virtual standstill 
when a walkout of power company employees forced most stores to close 
for eleven business days from September 24 through October 5. The 
precipitous break in city sales shown in the chart above clearly reflects the 
resulting paralysis of local business. 


AND WHAT HAPPENED — “ 


1) Record families account for a sizable percentage of 


Philadelphia retail sales; 


2] No other newspaper influences the buying habits of 
the exclusive liberal segment of the Philadelphia market 


represented by the Record reader audience. 


PHILADELPHIA RECORD 


in one city in a district, the index for that city falls off 
sharply in relation to the overall district index. 


The charts below show how adverse local conditions 
interrupted the normal relationship between district 
and city sales indexes in three major metropolitan 
markets during the six-week period ending October 12. 


MM NEW YORK... a city-wide truck strike 
interrupted deliveries and slowed the pace of retailing. 


TY 2nd DISTRICT INDEX 
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-3 


—4. 
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—_ | 
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Week Ending SEPT.7  SEPT.14 


SEPT. 21 


SEPT. 28 


ocr.5 OCT.12 


%& This chart shows the progressive strangulation of retail business resulting 
from the disruption of normal distribution facilities in the Nation's largest 
city. Note the steady falling off of city sales in relation to the district index 
during the September 7-October 5 period. 


ww PHILADELPHIA. .. a newsprint short- 
age forced the daily and Sunday Record to publish 


without advertising. 
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Week Ending SEPT.7  SEPT.14 


SEPT. 21 


SEPT. 28 


ocr.5 OCT.12 


% The sharp falling off of city sales in relation to the district index shown 
in the chart above parallels the nine-day period (September 22-30) 
when Record families were deprived of normal access to retail advertising 


in their favorite newspaper. 


For complete details on the Philadelphia sales chart, 
write National Advertising Manager for free booklet 


—“‘It Costs Us $430,000 to Prove These Facts’’ 


Represented Nationally by George A. McDevitt Co.—New York, Chicago, Philadelphia, Detroit, Cleveland 


*QOctober, 1946, 
Philadel 


*292,884 DAILY 
*625,842 SUNDAY 


arerage as reported to 
phia Me 


rchants’ Association 


road says; and adds, “Out there in | | advertising with airline competi- 
the darkness, storm clouds may be | tion. 


However, its copy is so all- 


‘inclusive regarding the beauties of 


| rail travel that it can hardly hope 


to avoid stepping on some airline's 
toes. Says Pullman unequivo- 
cably, “Go Pullman, the safest, 


|most comfortable way of going 


places fast.” 
Young & Rubicam, which han- 


| dles- Pullman’s copy, declared that 


Pullman has no wish to get into 


'a “cat and dog fight” with its com- 


petition, but asserted that any 


| misrepresentation of Pullman fa- 


cilities would bring on retaliation 


Thus, Pullman could hardly be 
called neutral in the threatening 
copy war. 


As in the past it appears fairly 


| certain that the bulk of rail copy 
| will appear in newspapers, a con 


siderable amount of it in “on-line” 
cities. Some of the major 
will use magazines, including the 
New York Central, Pennsylvani 
and probably Union Pacific. 
Radio appears to have littl 
popularity although some pro 
grams are sponsored locally. 
While relations among airline 


roads 


|could hardly be called idyllic, they 


/ appear 


| which may account for 
the 
| riers, 


better at this point than 
those among railroads. There i 
considerable dissension right now 
some 
uncertainty. The ca! 
long accustomed to Castiga 
tion from outsiders, have disco\ 
ered to their dismay that there a! 
vociferous dissenters in their ow! 
ranks. 


rails’ 


Young Prods Business 
Chief among these is probably 
fiery Robert R. Young, preside! 
of Chesapeake & Ohio, who is a! 
for upsetting such imperial co 
mains as Pullman, as well as 
long list of rail practices which ht 


| feels are detrimental to rail travel 


Mr. Young is constantly st 
up the railroad business general! 
with such innovations as a 
as you go” plan for Chesape 
Ohio passengers who, whe! 
plan begins operation, will be ab/4 
to make reservations and Ut 
pay for their tickets after they £¢ 
on their trains (AA, Dec. 2). 

C&O copy, handled by Kenyo! 
& Eckhardt, has hurled some 


oe we ¢ 
-~o'o 


ling bombshells into rail c °clé 
with such assertions as “A 
can go cross-country’ w! 
changing cars, but you c 


This was C&O’s protest again: 
bottleneck faced by rail lin 
St. Louis and Chicago tern 
where all passengers had to c! 
cars. 

Mr. Young is 
organizing a new associati 
railroads which would co! 
with the Association of Ame 
Railroads (AA, Dec. 2). 

Such dissension poses an 
problem for rail advertisers 
can never be certain from 
what point the next attack 
come. Fortunately, at this 
the airlines appear to be so 
with their own problems thé 
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ail squabbles haven't yet been Eommonmnes . Dates: is so% 0254008 24 37 |and-white pages, one time, will 
ised as grist for the mill. O7/ aes os teens a4 a7 = drop from $875 to $750 on a guar- 
; “" ~ OUSTOMN .acsese + ot og . OR : . 

Many railroads seem to feel that 2 0 O Qa : aa pre ta hits o1 38 7 |: antee of 250;000 ee —_ 
mee" they get new equipment, | = oa San Francisco Dist. 15 rls 33 after —. xx P 7 et ge 
ak aa hich i reatly delayed | : a le Aston Aven. 38 14 10 antee, re black-and-white a 
tive. thee ai ke te «| Celetek mae Figures on Department Store Sales Oakland 11 24 41 | Will be $1,050, a reduction from 
n delivery, they will be = so San Francisco ... 13 15 33 the $1,150 originally announced. 
nuch better position to fight ail- | =WAaSHINGTON—With six shopping; Washington ..... 15 9 36 Portignd® i... ciu.28 20 24 31 The magazine revealed the 
line competition. Even the| ,- in the week ended Nov. 23.| Baltimore ....... 16 19 40 Salt Lake City.... 16 1 33 names of 20 advertisers who have 
weatherbeaten Monon (Chicago, | ©°™" ared with five days in the|Atlamta District 16 24 39 Seattle .......... as ze .. |Teserved space in the French edi- 
Indianapolis & Louisville) which P ; ys 15 23 gg | Basten District .... 30 4 3¢ | tion, a list which includes four 

P corresponding week last year, de- : - New Haven ...... 33 33 39 : : ; Sygak 

has for years been wandering | : I i" 2 ae 20 30 45 spoken 98 +4 4; cosmetics companies, two airlines, 
: | partment store sales in the United; atlanta .......... 9 r19 20 tet ae eg = 41 \two motion picture companies, 
about the cornfields of Indiana, is|Gtates gained 41%. according to| 18 - Springfield ....... 16 21 27 2 — 
planning on grooming itself for & ot e , = ‘ Providence ...... 12 27 29 | three office machine companies, 
BP he M h Federal Reserve Board reports. eee eek § a eee {> Philadelphia Dist. .r11 26 44 | and nine industrial corporations. 
superservice. The Monon has a) pijistrict gains ranged from 33% | Chicago District 25 2S $4 | Philadelphia ..... ri4. 21s 44 
dream somewhere in the back of/for the San Francisco district to) 7 yo°8° soc 4 i8 be Cleveland Dist. .... 21 27 41 —, 
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Western Pacific, through Carl C.| ported by Seattle, with 7%. = St. Louis ........ 23 «2189 Ce reese a ON is his local stationery and office 
Wakefield Advertising Agency, | RRPRIIND 54 cea ss: 28 22 15 stiavined supplies store. 


San Francisco, expects to direct | 
much of its forthcoming copy | Federal Reserve 


toward boosting six new stream-| district and city 


lined trains being built by the| UNITED STATES.. 


Edward G. Budd Company, Phila- | a tea District. 


delphia, and which Western ex-|_ Buffalo 


Syracuse 


Some Not Competitive 


Richmond District. . 


20 


pects to receive some time during| New York City. . & 
the first half of 1947. Rochester ...... 


99 


» Oo 


% Gain Over Same 
Week Last Year 


Nov. Nov. 


23 


|M inneapolis Dist. 


te Cole ha ie (Not available) 
Duluth-Superior. . 
amsas City Dist... 12 


Oklahoma City ... 


For information on this 
field ask for new “Bulls- 
Eye” folder. 


Digest’ Lowers Rates 


»5 7 on French Edition 
~~ ae Reader’s Digest has announced 
29 24 98 that the French edition, which be- 
"ty oh 17 | gins publication in March, will re- 
13 25 33 |duce its advertising rates as a 
2 r24 33 |result “of economies introduced 
29 25 36 |in paper and production.” Black- | 


Some of the nation’s railroads 
look with little if any alarm at 
airline competition, due to the 
fact that location makes them non- 
competitive. There are only about 
38,000 miles of routes served by 
airlines as compared with about 
240,000 served by rail. However, 
most airline routes cover principal 
cities, which provide sizable rail 
passenger traffic as well. 

Although the only direct answer 
to comparisons of rail and air 
fares by airlines has come from 
Southern Pacific, it is highly prob- 
able that any such comparisons 
in the future will meet with stiff 
rejoinders. Railroads will un- 
doubtedly use their “ace in the 
hole” regarding fares with a re- 
taliating comparison of round-trip 
fares, which in most instances will 
show airline fares at a disad- 
vantage. 

How competitive airline adver- 
tising will be is not yet fully | 
known, but faced with heavy fi- 
nancial burdens of major expan- | 
sion moves, plus increased oper- | 
ating costs, they probably will | 
woo even more ardently passen- | 
gers whom the rails consider their 
own. 

No matter which they prefer, 
U. S. travelers will face during 
1947 probably the most thunder- 
ous avalanche of competitive 
travel copy they have ever seen. 


St. Petersburg 
Has $368,653,000 
of Buying Income 


This is the Sales Management 
estimate of the Effective Buy- 
ing Income of this great Flor- 
ida market. Retail sales last 
year were $211,152,000. 


And remember—40% of this 
market is St. Petersburg, 
reached only by its own daily 
newspapers. No outside news- 
paper has as much as 600 
average daily circulation here. 


ST. PETERSBURG, FLORIDA 
TIMES (M & S$) and 
INDEPENDENT (E) 


Reoresented netioneiiv by 


Simpson Co., Inc. 


Florida by V. J. Obeneur, jr, Jacksonville 


ENQUIRER CIRCULATION 
SHOWS LARGEST 
TEN-YEAR GAIN OF ANY 
CINCINNATI NEWSPAPER 


__ATAYLOR 


My! My! The newspaper situation certainly has changed in Cincinnati! 


If you lived in Cincinnati, you wouldn’t be surprised—for Cincinnati’s 
solid citizens see everyday evidence of The Enquirer’s forward March. 
A better, smarter, more interesting newspaper—edited and made up, 
down to the minute. All of which has made a forward march in The 
Enquirer’s circulation. Here’s the significant 10-year record: Daily 
Enquirer up 46.8%, other two papers down 9.2% and 8.5%. \f you're 
interested in getting in solid in the solid Cincinnati market, schedule 
your campaign to appear in the reader-liked pages of the up-and-coming 
Enquirer, Represented by Paul Block and Associates, 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnati 
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IF FORTUNE’s advertising pages are the most: 


consistently and thoroughly read sales messages 
in the U.S. today,* it’s because they are well 
written, well executed, and well displayed. 
For their authorship, FORTUNE gives credit 
to the Art and Copy Departments of the 


nation’s advertising agencies. 


But FORTUNE makes its own contribution 
to the total effectiveness of ads like these, 
giving them the finest editorial back- 
ground, the most exclusive advertising 
associates, the most advanced magazine 


reproduction standards in existence. 


*A recent survey has disclosed that: 
©94.7% of FORTUNE’s Management 
subscribers always read the ads 
e 22.7% regularly read the advertising 
pages twice or more 
e 75.3% open each new issue in either 


the front or back advertising sections. 


FORTUNE 


WHERE INDUSTRY’S BEST BUYERS 


READ ADVERTISING’S REST SELLERS 
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vertising Age, December Y, IY 


HOTOGRAPHIC REVIEW 


HALF-CENTURY OF SPACE BUYING—Frank M. Lawrence (center), secretary 
of Batten, Barton. Durstine & Osborn and "dean of space buyers,"’ was guest 
at a luncheon of BBDOites in New York Nov. 27 on his 50th anniversary 
with the agency. Since joining the former George Batten Co. in 1896, Mr. 
Lawrence has bought more than $200 million of publication space. Bruce Barton, 
chairman of the board (left), and Ben Duffy, president of BBDO, felicitate him. 
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UNIFORMITY —"Family" packaging and labeling is in store for all Fruehauf 

Trailer Co. parts and accessories as soon as carton manufacturers can meet 

orders. The word genuine is emphasized in the label, and the "Fruehauf Service" 

design will be used for all cartons and corrugated wrapping for trailer panels 
and roof sections. 


STEVE'S DEBUT—Milton Caniff, right, famous as the creator of “Terry and the 

Pirates,’ introduced his new character, Steve Canyon, of ‘Horizons Unlimited,” 

to members of the Advertising Club of the Columbus Chamber of Commerce 

Nov. 22, the date on which details of the new newspaper comic strip were 

revealed. Watching the autographing, here, is Herb Wise, president of the 
Ohio club. 


WE'RE SAYING GOOD-BYE 
TO THE OPEN-TOP COACH 


FIFTH AVENUE COACH COMPANY 


NO RUBBERNECKS — With this copy 
in New York dailies, the Fifth Ave. 
Coach Co. announced the end of the 
open-air double-deck buses which have 
provided a mobile\ park bench for many 
a couple during their 39 years of oper- 
ation. Single-deck buses will gradually 
replace them, the company said. Steve 
Hannagan Associates originated the 
idea and text for this ad. Buchanan & 
Co. is the agency. 
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STEEL TALKS—This is the opening gun 

of the American lron & Steel Institute's 

new campaign (AA, Nov. 18), which is 

appearing in 650 dailies and 125 week- 

lies, telling the story of the industry's 

wages, prices and profits. French & 
Preston is the agency. 


PROFESSOR’ AND HIS KIDS—A travesty on radio quiz programs by "Professor" Frederic R. Gamble, president of the 

American Association of Advertising Agencies, brought down the house at the 9th annual convention of the Four A's Pacific 

Counsel held at the Santa Barbara Biltmore Hotel. Left to right are Howard McKay, Foster & Kleiser; Harry Witt, 

Solumbia Broadcasting System; Floyd Maxwell, Los Angeles Newspaper Publishers Association; Milo Gates, Crowell-Collier 

ublishing Co.; Wayne Tiss, Batten, Barton, Durstine & Osborn, Hollywood; Mr. Gamble; George Weber, Mac Wilkins, Cole 

Weber, Seattle; Charles Baum, Short & Baum, Portland, Ore.; L. C. Cole, L. C. Cole, Advertising, San Francisco, 
and Robert Lee, Buchanan & Co., Los Angeles. 


Ah! How she'll adore you for your impired extravagance 
when you give ber “Attar of Petals” Bash Toiletries by Orlutt! 


ZY For within these exquinite gift containers les the 


telexed eestasy of her bathtime “adventure in hevury” and 
mM , the magic seeret of wn alluring lnxty beauty a 
‘ ro * divinely provocation fower-tragrancr thot lingers or 


» throdgh ali her most romante hours 
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ADVENTURE IN LUXURY—The House of Orloff (Jean Vivaudou Co., New 
York) is launching promotion to place bath preparations on a level with such 
cosmetic leaders as nail polish and face powder with this copy glamorizing the 
daily bath as an ‘Adventure in Luxury.’ Black-and-white pages will break this 
month in the New York Journal-American and World-Telegram, supported by 
four color, back page rotogravure in the Boston Herald Traveler, Chicago Trib- 
une, New York Daily News and Philadelphia Inquirer. National and class mag- 
azines will be scheduled later next spring. Raymond Spector Co., New York, 
is the agency. 


PAST PRESIDENTS HONORED—A feature of the Nov. 20 meeting of the Direct 

Mail Advertising Association in New York was the presentation of testimonials 

to two past presidents. Shown here are Howard Korman, vice-president of 

McCann-Erickson, left, who recently retired from the post, and L. Rohe Walter, 

public relations director of Flintkote Co., right, who headed the association 

prior to the war. Between them is Edward N. Mayer Jr., president of James 
Gray, Inc., DMAA president, who made the presentations, 


A 
x 


— , 

SALES PUNCH—Frank Pamentel, media manager for Schenley Distillers Corp.; 

George Linck, ad manager of its Many, Blanc & Co. subsidiary, and James 

Hauck, Schenley's director of advertising for specialty brands, don chefs’ caps 

and coats to call attention to a ‘'punch-packed" two-page color spread sched- 

uled this month in Collier's, Cosmopolitan, Newsweek and Time to push sales 
of DuBouchett's liqueur line. McCann-Erickson, Chicago, is the agency. 
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Ford May Sef 


New Ad Peak in 
‘AT Campaign 


(Continued from Page 1) 
turned out 336,584 Ford passenger 
cars from Jan. 1 to Nov. 30, 1946, 
and during the same period pro- 
duced 11,645 Lincolns and 63,240 
Mercurys. At $20 per Ford and 


$40 per Lincoln and Mercury, this| 


1l-month production would add 
up to a total advertising allotment 
of $9,727,080; and if November 


production were to be equalled in | 


December, 1946 production would 
call for an advertising budget of 
$10,986,280. 

More Fords have been turned 
out this year than any other car, 
although the margin is a slim one 
between Ford and Chevrolet. In 
the 1l-month period, Chevrolet 
produced 329,056 cars against 


/ called 


oe 


Ford’s 336,584, while Plymouth 
was considerably behind with 
212,017. Automotive News esti- 
mates production for the industry 
as a whole for the 11 months at 
1,888,045 passenger cars and 835,- 
358 trucks. 


Would Exceed Best Year 


Even on the basis of the limited 
1946 production (less than half of 
1941), Ford advertising on 
new allotment plan will probably 
be far greater in 1947 than it has 
ever been previously. In the so- 
major media (magazines, 
farm pullications, newspapers and 
network radio), Ford invested $6,- 
172,000 in 1939; $6,490,000 in 1940, 
and $6,275,168 in 1941. After a 
severe drop during the early war 
years, expenditures came up to 
$5,270,000 in 1944 and $5,135,000 
in 1945. These figures include in- 
stitutional, truck and other ex- 
penditures, which are presumably 
not included in the passenger car 
allotment plan, but they do not 
include preparation and admin- 
istrative costs, direct mail and 


the | 


other promotional aids. 


. 7ige, LD U J; 
Newspaper Guild, was official) y 
ended Nov. 26 with the form: | 


During the current week, rora Greneral Strike | 


turned out 10,557 Ford cars, with 
Mercury production set at 2,347 
-and Lincoln 519. Chevrolet’s esti- 
mate was not available. The Ford 
company’s best production year 
was in 1929, when 1,951,092 units 
rolled off the assembly lines. 
figure was down to 1,035,263 in 
1940. 

In the meantime, C. E. Wilson, 
|General Motors president, dis- 
closed in Cincinnati that orders for 
dies for 1948 models of Chevrolet, 
Pontiac and Oldsmobile have been 
canceled, because uncertainties 
have convinced the corporation it 
will be better to concentrate on 
production of present models. 


Packard Export to Y&R 


Packard Motors Export Corpo- 
ration, Detroit, has appointed the 
international division of Young & 
Rubicam to handle international 
advertising, effective Jan. 1. The 
domestic advertising of the Pack- 
ard Motor Car Company has been 
handled by Y&R since 1932. 


The | 


|since the 1934 walkout here. 


Halts Oakland 
Dailies, Trade 


OAKLAND—AIl newspaper pub- | 
lishing in the Oakland area was | 
suspended Dec. 3 as a result of | 
California’s first general strike | 

All industry and commercial ac- | 
tivity 
by the strike called by the AFL 
central labor council. Public trans- | 
portation stopped, trucking and 


construction was interrupted, and | 
|restaurants and retail stores closed 


their doors. 

While the dailies were forced to 
suspend all publishing at least 
temporarily, Station KLX, oper- 


pany, kept on the air by broad- 
casting records exclusively. 

In Los Angeles, the Herald & 
Express meanwhile resumed pub- 
lication following a 12-week strike. 

The Herald & Express strike, 
called by the CIO Los Angeles 


ated by the Oakland Tribune com- | 


Idea-Planned ~ 
for fuller living ees 


In reaching for fuller and more abundant living, more than 2,000,000 
home-minded families invariably reach for Household... the mag- 
azine idea-planned for results. For into each issue of Household are 
packed 150 compelling ideas. Ideas that individually touch on every 
facet of small city and town living. . . 


= 


fuller living for parents and children alike. 


Because it is first in the hearts and homes of these eager, ambi- 
tious families— Household is the foremost magazine for selling Amer- 


ica’s big (41% of all U. S. sales) small city and town market. 


Remember Household when you want sales stimulus in this great, 


enduring market. 


HOUSEHOLD. wscsssne cr acrow 


ideas that collectively mean 


. 
Mtemamlbewed FOR SMALL CITIES AND TOWNS 
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KANSAS 


in the section was halted | 


signing of an agreement providi 
a 14% over-all wage increas 


/New wage scales will give jom 
|/neymen editorial workers a fais 


of from $70 to $80 weekly, wit 
comparable wage increases i: 
other positions under Guild juris 
diction. 


it 
A joint statement fSsued b) 


| spokesmen for the newspaper anc 


the union explained that th 
agreement was reached “in prin 
| ciple’ two weeks ago but that the 
| Guild was unable to vote on th 
settlement because of controver- 
|sies existing then between the 
|management and AFL printing 
'trades unions and the CIO new 
| vendors’ union. 

CHICAGO TYPOS BREAK 
OFF NEGOTIATIONS 


CuicaGco — Officials of Chicago 
| Typographical Union Local 16 
turned to plant-by-plant negotia- 
itions this week after the union 
| membership rejected a final wage 
|offer by the Franklin Association, 
|representing commercial printing 
'firms. The union officially broke 
‘off negotiations with the associa- 
tion itself. 

The workers voted Dec. 1 
against the association’s offer of a 
$2.04 an hour contract, as well as 
an alternative offer of $2.01% an 
hour plus an additional three paid 
holidays annually. The union has 
been seeking $2.36 hourly, or 5414 
cents more than under the pres- 
ent scale, $1.81. 

Members of the pressmen’s and 
feeder’s union locals, meanwhile, 
will vote Dec. 7 on a Franklin As- 
sociation offer of a $9.50 weekly 
increase, with three additional 
holidays and 10 weeks’ retroactive 
pay. 


W. E. MILLER 


NEw RocHEELe, N. Y.—William 
Earl Miller, 73, assistant to the 
| business manager of the New York 
| Journal-American since 1940 and 
for many years executive secretary 
'of Hearst Publications, died here 
Nov. 29 of a bronchial ailment. 

Mr. Miller started business as a 
|traveling auditor in Texas for the 
| Missouri, Kansas & Texas Rail- 
| road, later organized an advertis- 
ing and publicity agency in St. 
| Louis, and before the outbreak of 
| the first World War joined the 
| Hearst organization as _ business 
/manager of the Atlanta Georgian. 


‘DAH LIVINGSTON 


| MrT. VerNon, N. Y.— David H. 
| Livingston, 64, president and 
founder of Eye-Catchers, New 

York subscription photographic 
| service, died here Nov. 27 of a 
|coronary thrombosis. His home 
| was in Pelham, N. Y. 

Mr. Livingston was former! 
| Vice-president in charge of pr 
|duction for Century Advertising, 
|New York, a syndicated service, 
|and manager of the New York o!- 
| fice of Meyer-Both Company. | 
| was author of the advertisemen', 
“You Don’t Have to Think About 
War All the Time,” which first a)- 
peared in AA July 12, 1943, a 
|/was later reproduced with con 
ment in Time. 


| WDLT Set for Detroit 


| American Broadcasting Con 
pany’s television station in Detro 
expected to get into operation ne: 
| spring, will have the call lette 
| WDLT, which will stand for “D: 
troit’s Leading Televisers,’ Pa 
|Mowrey, ABC director of tele 
| Vision, announced this week. T! 
|Sstation will have a _ 5,000-wa 
main transmitter, a mobile tran 
|mitter and at least three imag 
orthicon cameras. 


| Wetmore & Co. Moves 


| Wetmore & Co. has moved 

| offices and plant to a new $100,0! 
building at 1015 S. Shepherd D 
Houston, which is adjacent 

| Houston’s exclusive River Oa 

| residential section. 
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lovertising Age, Decem 


earn Retailers 
roblems, Howard — 


alls Advertisers 


Jew YorK — It’s time national | 


| 
| 
| 
| 


advertisers got in touch with re-| 
jilers to find out what current | 


ales problems are and what the | Ray- 


onsumer’s reaction is to their) 

ducts, William H. Howard, ex-| 
cutive vice-president in charge | 
f advertising and public relations, | 
k. H. Macy & Co., suggested here | 
lis week. 

\ddressing a point-of-purchase 
ession of the Association of Na- 
ional Advertisers, Mr. Howard 
eported that retailers are con- 
erned over the lack of quality and 
he high prices of items they are 
eing forced to sell. They are also 
yncerned, he said, over poor de- 
iveries and “old-fashioned prod- 
ct development, methods of mar- | 
eting and discount practices.” 
National advertisers are “work- 
ig in a vacuum as far as the re-| 
ailer is concerned,” the Macy ex-| 
‘utive said. 


Hits Hoving Speech 


Hitting at a recent speech by 
Valter Hoving, president of the 
oving Corporation (AA, Oct. 7), 
s typical of the kind of thinking 
iat has permeated all selling dur- | 
ng the war years, Mr. Howard 
aid stores all over the country 
tad «copied that approach and 
oung copywriters know nothing 
ut a seller’s market. 

The ANA session was the first 
if a series the association plans to 
ponsor, ‘ 

Otherwise, the ANA members 
at in a working clinic presided 
ver by Zenn Kaufman, merchan- 
ising director, Calvert Distillers 
‘orporation. They heard succes- 
ively from Ralph L. Godfrey, as- 
istant director of merchandising, 
Revlon Products Corporation; 
hester Thomson, sales promotion 
anager, Calvert; Lloyd Berneg- 
er, general sales manager, White- 
all Pharmacal Company, and J. 
ilbert Baird, sales promotion 
anager, Electric Appliance divi- 
in, Westinghouse Electric Cor- 
ration. 


Few Changes Made 


There has been little change in 
py and layout of display since 
336, Mr. Baird told the group. 
e recommended that advertisers 
msider the problems of the re- 
iler who must use the displays. 
manufacturer, Mr. Baird be-| 
eves, should help the dealer to} 

ll the line and similar lines. He | 

‘fined display as making mer- | 

andise “easy to 
~easy to sell.” 

Refrigerator displays, he _ re- 
ced, often look like a crowded 
tery. Westinghouse studied 
problem and developed a 

feich book which showed how to 
| displays, and a “Look Book,” 
ing how to arrange products 
nd a focal center. 

Revlon’s super-duper promotion 
Ultra Violet’ provided Mr. 
rey with the core of his 

eech, but he switched long 
gh to discuss Revlon’s display 
lla: (1) Single photograph, 
a face, must look directly at 
observer, photo as large as 
le; (2) ought to be an il- 
tion from an advertisement, 
iot a blow-up of the copy, 

“ads almost always carry 
copy than is feasible for a 
. in blowing up an ad, 
alf-tone dot comes up the 
f an apple.. (3) pack- 
ust appear either on the dis- 
or grouped before it; (4) 


want—easy to| 


‘ound must repeat principal | 


of the display, and flooring 
dow must harmonize; (5) a 
ard display has a “hard” 


on 


er 9, 1946 


_ Jack Frost sugars. 


j}and member 


Last Minute News Flashes 
Dailies Carry Jack Frost Sugar Copy 


New YorKk—National Sugar Refining Company, launching its first | 
extensive promotion since before the war, is breaking large - space | 


copy in 51 newspapers in the East and Midwest to introduce the first 
major innovation since 1927 in packaging of the company’s line of 


The new packages feature redesigned lettering, 


different color combinations for each grade of sugar, and a new-type 


pouring spout. 


& Rubicam. 


Full-color pages or spreads promoting the new Ppack- 
| ages. will be placed in four grocery trade papers. 


Agency is Young 


O-Vac Company Appoints Monk Agency 


MApIson, Wis.—Ray-O-Vac Company, manufacturer of dry batteries 
for flashlights and other uses, has appointed Howard H. Monk & 
Associates, Rockford, Ill., to handle its advertising. 


Lucien Lelong Account Returns to Ludgin 


Cuicaco—Lucien Lelong, Inc., perfumer, has placed its account with | 
Chicago, effective 


Earle Ludgin & Co., 


immediately. The Ludgin 


agency previously handled the account from 1929 to 1945. 


Elwell-Parker Names Bayless-Kerr 


CLEVELAND — Elwell - Parker 


Electric Company, 


manufacturer of 


power industrial trucks, has appointed Bayless - Kerr Company to 


handle its advertising. 


Business papers and direct mail will be used. 


artificial flowers, tulle, etc.; 
inside the store a counter 
repeats the window display. 

Mr. Thomson concentrated his 
speech on coordinating salesmen 
with point-of-sale promotion. He 
ridiculed ‘“‘the conventional method 


(6) 
card 


'of bombarding a sales crew with 


mimeographed little messages, 


|each of which did its shrill-voiced 


best to convince the salesmen that 
the promotion piece with which it 
was concerned had attained some 
new high. .. Such bulletins came 
not only from the sales promotion 
manager but also . from 
the advertising manager about 
each ad... and from the educa- 
tional director . . . and from the 
general sales manager. . .”’ 
Calvert, he reported, has suc- 
cessfully used a bi-monthly sales 
promotional bulletin which an- 
nounced new sales material, 
showed how to use it, and gave 
kudos to salesmen who did out- 
standing jobs. This is better than 
“money, bonds, radios,’ said Mr. 
Thomson, because it gives the 
man company-wide recognition. 
Further, he said, material sent 
direct to the dealer is ineffective. 
“The only way to get this material 
used is to have it installed by our 
own men, or sometimes by our 
distributors’ men,” he added. 


Eugene Meyer 
Quits Bank Post 


Reece Demands 


WASHINGTON — Eugene Meyer, | 


owner of the Washington Post, 
of the Advertising 
Council’s advisory committee, re- 
signed Dec. 4 as president of the 
International Bank for Recon- 
struction and Development: 

Mr. Meyer, who had _ stepped 


{down as publisher of the Post in 


order to take on the work of or- 


| ganizing the bank’s staff last June, 


gave no indication of his future 
plans, other than a vacation in 
Florida in the early future. 

In resigning, he explained that 


More GOP ‘Votes’ 


in U.S. Agencies 


WASHINGTON—In a report to the 
party’s victory meeting here this 
weekend, GOP National Chairman 
Carroll Reece demanded a greater 
voice for Republicans in the selec- 
tion of members of FTC, FCC and 
other independent federal agencies. 

Without naming names, he con- 
tended that GOP members of 
many of the supposedly bi-parti- 
san agencies were not bonafide 
party representatives. 


Ray C. Wakefield, one of the 
FCC members designated as Re- 


publican, comes up for reappoint- 
ment in 1947. Rosel Hyde was re- 
cently named as a Republican FCC 
member. E. K. Jett is labeled 
“Independent.” 

One seat previously occupied by 
a Democrat is vacant. Three other 
FCC Democrats are Clifford J. 
Durr, whose term expires in 1948; 
Paul Walker and Chairman-Desig- 
nate Charles E. Denny. 

Both Republican FTC members 
—Lowell B. Mason (1949) and 
Robert E. Freer (1952)—are con- 
sidered to be in good party stand- 
ing. Democrats on FTC are Wil- 
liam A. Ayres (1947), Garland S. 
Ferguson (1948) and Ewin L. 
Davis (1953). 


Industry Groups Plan 


‘Music ‘Package’ Drive 


Piano Manufacturers of Amer- 
ica, New York, has approved plans 
of the National Association of 
Music Merchants for a $350,000 


| promotion drive embracing all seg- 


istrument 


he had completed the assignment | 


of “getting the bank started” and 
that it was his “strong conviction” 
that the moment had arrived when 
a permanent head _ should be 
selected who would participate in 
development of operating policies 
and practices, 


Joins United Distillers 


Felix Wolf, formerly general 
sales manager of Atlantic Liquor 
Wholesalers, New York, has joined 
United Distillers of America, Inc., 
New York, as vice-president and 
general sales manager. Mr. Wolf 
was previously general sales man- 
ager of International Distributors 
and William Jameson division of 
Seagram Distillers, New York. 


Kudner Promotes Zwinak 


John Zwinak, for three years 
associate art director of Kudner 
Agency, New York, has been pro- 
moted to associate executive art 


which Revlon removes with | director. 


| company’s 


lence 


the industry from in- 
manufacturers and 
wholesalers through retailers, 
sheet music merchants and music 
teachers. 

Dr. Albert Haring, 
marketing at Indiana University, 
will be counselor on promotion 
problems. The campaign will em- 
phasize the sale of music “as a 
package,” including the provision 
of information for the purchaser 
on the proper instrument to select 
at a sensible price. 


Heads Air Transport 

Harold Crary, vice-president of 
United Air Lines, Chicago, has 
been appointed by Emory S, Land, 
president of Air Transport As- 
sociation of America, Washington, 
as chairman of the association’s 
advertising committee for 1947. 
The committee is expected to meet 
this month to determine the 1947 
program, handled through Erwin, 
Wasey & Co., New York. 


Montgomery Adds Job 

Paul Montgomery, vice - presi- 
dent of the McGraw-Hill Publish- 
ing Company and publisher of the 
Business Week, has 
been appointed additionally pub- 
lisher of the firm’s magazine, Sci- 
Illustrated. G. L. Seaman 
continues as general manager of 


ments of 


professor of 


| Science Illustrated. 


HOW THE COAL STRIKE WILL AFFECT 
THE TIMKEN ROLLER BEARING COMPANY 


Provided our customers are able to continue their 


coal strike will 


manufacturing operations, the current 
have no immediate effect on Timken bearing produc- 
tion Timken alloy steel production may however have 
to be curtailed should the coal strike affect our supply of 


purchased power which it is very likely to do shortly. 


Unlike the near-disastrous situation we faced only last 
year — when the C.LO. had our plants closed down 
and we were forced to reduce plant temperatures barely 
above freezing; and when on severa) days our @n- 
ployees had to be sent back to their homes because 
offices could not be kept sufficiently warm — this time 
we have a normal inventory of coal. This supply is 
adequate for several months to come 


Timken men and women and Timken customers 
throughout the country will be informed about our 
ability to continue our operation during the coal strike 
by means of advertisements in this and other big city 
| newspapers from time to time. 


TOE TIMEER ROLLER Cheat ee COBPaaY 


| BETTER THIS TIME—Timken explains in 
this copy addressed to both customers 
and employes that it has a coal supply 
"adequate for several months to come,’ 
unlike the “near-disastrous situation we 
faced" last year when the CIO closed 
the plants. It promises continuing re- 
ports in major city dailies on its ability 
to continue operations during the coal 
strike. Zimmer-Keller, Detroit, is the 
agency. 


Foreign Pharmacy 
Paper Announced 


New YorkK—Business Publishers 
|International Corporation, an af- 
‘filiate of McGraw-Hill Publishing 
|Company and Chilton Company, 
this week announced that it will 
start Pharmacy International in 
| June, 1947. 

The new magazine will have a 
circulation of 10,000 in all export 


71 


‘Stock Exchange 
Series to Run 
Through 1947 


New YorK—The New York 
Stock Exchange plans to continue 
without essential changes its con- 
sistent public relations advertising 
campaign, launched on July 1, 
1945, through Gardner Advertising 
Company, St. Louis and New 
York, Eugene Lokey, vice-presi- 
dent of the exchange, told AA. 

The amount of the 1947 expen- 
diture, he said, has not been set. 
Newspapers, magazines and farm 
papers will continue to be used. 
In 1946 the exchange is spending 
about $750,000, in 400 newspapers 
in 300 cities and in 25 magazines 
and farm papers. The exchange’s 
first efforts, in the latter half of 
1945, were predominantly in news- 
papers, with about $500,000 spent 
in that period. 

The general decline in the mar- 
ket since last June, Mr. Lokey 
pointed out, has emphasized the 
importance of the “cautionary” 
theme in the exchange’s campaign. 
This has been endorsed editorially 
by several hundred newspapers 
and by other publications. Ex- 
change officials believe that public 
/opinion of the “Big Board” and 
its operations is now more favor- 
able. A survey may be made early 
next year to check on this. 

Emil Schram, president of the 
exchange, announced a year ago 
(AA, Oct. 29, 1945) that the ex- 
change intends to continue and 
broaden the campaign for three 
years or longer, “to re-shape opin- 
ions of large segments of our popu- 
lation.” 


markets outside the western hem- |! 


|isphere. Its rate will be $271, full 
page, one-time black and white, 
ithe same as its companion El 


Farmaceutico, which has been sent | 


ito Latin America by BPIC for 22 
| years. 

John Abbink, BPIC head, said 
the new magazine will be edited 
by Richard T. Turner, editor of El 
Farmaceutico, and that it is aimed 
at pharmacists, doctors, and others 
who wiil look to America as a 
source of drugs. American drug 
exports will be $150,000,000 this 
year and should soon reach the 
$200 million a year mark, he said. 


BENJAMIN, THOMPSON 
PROMOTED BY McGRAW-HILL 


New YorK—Curtis G. Benjamin, 
formerly vice-president of 
Graw - Hill Book Company, was 
elected president of the company 
last week. He succeeds James S. 
Thompson, who became executive 
chairman of the board. 

Hugh J. Kelly was elected senior 
vice-president and business man- 
ager in a reorganization which 
‘James H. McGraw Jr., chairman 
of the board, said was intended to 
provide increased executive per- 
sonnel for the company’s expand- 
ing publishing and research pro- 
grams here and abroad. 


‘Sun’ Boosts Rates, 
Offers 2% Discount 


The Chicago Sun has announced 
an increase effective Feb. 1, 1947, 
whereby advertising costs will be 
boosted five cents per line on the 
paper’s open rate. At the same 
time, the paper said it will offer a 
2% discount to agencies on pay- 
ments made on or before the 15th 
of the month following publication 
lof copy. The new schedule in- 
cludes a sliding scale on rates for 
contract advertisers. 

The increase was made neces- 
sary, according to the Sun, be- 
cause of its 37% increase in news- 
print costs as well as a 23% boost 
in production costs since June 1, 
1945. 


-Owen-Morgan to Cairns 

Owen-Morgan, sportswear, has 
named John A. Cairns & Co., New 
York, to handle its advertising and 
publicity. 


Mc- | 


General Mills, 
Two Agencies 
Make Video Test 


Cuicaco—One of the moot ques- 
tions of television— how long a 
video commercial should be—will 
be answered at least in part by 17 
sports shows being televised via 
WBKB here for General Mills. 
The series began Nov. 20. 

With commercials divided about 
equally between Dancer - Fitz - 
gerald- Sample, Chicago agency, 
and Knox Reeves, Advertising, 
Minneapolis, General Mills will 
weigh the differences, if any, be- 

i'tween long and short commercials. 

Knox Reeves is favoring short 
commercials of about two min- 
utes’ maximum time for Wheaties, 
while Dancer - Fitzgerald - Sample 


is providing five to six-minute 
commercials for General Mills’ 
Cheerios and possibly other GM 


products. 

Each agency will prepare com- 
mercials for series of three tele- 
casts which will be alternated to 
cover equally Chicago hockey 
games and wrestling matches. For 
this experiment, General Mills 
will pay almost $30,000, which, 
AA learned, leaves ABC with 
virtually no margin on the tele- 
| casts. 


DuMont to Televise 


Yankee Ball Games 


DuMont television “network’’— 
WABD in New York and WTTG 
in Washington—has been granted 
exclusive rights to televise the 77 
home baseball games of the New 
York Yankees, as well as the seven 
home games of the Yankees foot- 
ball team, next season. Both 
schedules will be offered for com- 
mercial sponsorship, 

DuMont also will 
Yankee games to be 
Washington, 3oston 
delphia, provided the clubs in 
those cities agree and relay fa- 
cilities are available. WTTG, 
which has been operating on an 
experimental basis, has just been 
granted a 90-day permit by the 
FCC to operate on a commercial 
basis. 


televise 11 
played in 


and Phila- 


- 


ng 
iB 


agit. 
r ¥ 


ial |_| ors as 
— =e 
5 | , * 
1 ais 
it sss ie: : 
il a ees 
s lig: a 
by ee a fe 
nc Se aa 
he | idle 
| J ee 
in a 
4 ee | Z 
hy aa 
or - oa 
h ee | | P 
w ee x 
as 
2 
eC Cs 
go ee | | 
16 SS 
ee 
ia- a 
ion J eee : 
age DEE LIP i LEE IE TE RE ESE ee a 
on, hese. ; 
ae ee wil 
ke ; 
es 
aa 
7 a } 
. q 
fa 4 
an ee 
aid 
has 
4, 
es- J 
‘ 
and & ie 
‘ile, het ™ 
As- 7 Lt i +3 
‘kly ii ee 
ynal | Be ES al 
sig Po | 
ez 
a ee 
f 4 
ie nN : 
a 
and C 
New E 
phic ae 
of a a z 
haa ee : 
a i 
leriy . 7 
sing, § ee 
vice ‘a mY 
tc ol- ee 7 
nent, § > 
bout =e “3 
t ap- 1 sl 
= a 
com- Bie 
- if as 
. ee es 
tro ‘ a 
nex’ § ee ea 
‘tte 7 
“Tr 1 4 
Pa , ame 
tele ‘ = 
TI * 
-wa 
ran 
lage s 
Ss 
di ee 
10,01 Cs 
iD 2 
it 
Oa 
<, eee po 
- 


EE 


Have You Opened Dour 
$100,000 Birthday Present 
from House BEAUTIFUL? 


- 


Tus December is House BEAUTIFUL’s 50th anniversary. And we decided that the 
most fitting way for the oldest home magazine to celebrate its golden jubilee was to make 
a present to its readers and the trades it serves of some rare, hard-to-get, not-buyable-but- 


valuable asset like PERSPECTIVE. 


So, instead of indulging in the self-congratulations that usually accompany a golden 
anniversary, we decided it would be more mature to devote ourselves to developing a sound 


perspective about American taste, past, present and future. 


So we gave ourselves the not-too-modest assignment of analyzing American Taste. 
How did it get the way it is? What is it made up of? Who copied from whom? Who and 
what has had the greatest influence? And where is American Taste going from here? What 
are the taste changes we can expect in the next five years? The next 20 years? The next 


50 years? Just what is the meaning of people’s current desires? 


Wouldn’t you like to know? Wouldn’t it be worth quite a sizable chunk of your 
money to your business planning if you knew? Wouldn’t it help you direct your inventories 
and your styling so you wouldn’t get ahead of or behind the customers? And wouldn't it 
help your advertising department to slant their copy so it really touched the true main- 


springs of desire? 


That’s exactly what we are giving you — as our birthday present. And we think 
you'll agree that it’s worth $100,000 after you’ve read the December issue and digested it 
fully. If you had to go and hire the counsel and experience and judgment that we have 


corraled to make this one issue, you would have to pay that much in counsel fees. 


So we hope you'll use our birthday gift — for your pleasure and your profit. 


a YOUR 


‘@ House BEAUTIFUL 


4 rou® 


$ BF>, 


3 
~~ 


GOLDEN JUBILEE ISSUE 


December 1946 
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